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NATIONAL VOICE 


Too old for toys... 
not so for boys 
...and ready to go steady 


The only nf Wy advertised brand of 
shoes mark eted so ely through a network 
of excluswely franchised warehouses. 


STREET, NEW YORK, N. Y. 








THE GORES OF SCHONER’S GLOBE OF 1523. 








Amer. o° 


America bikes 


and beyond 


Wall wide contacts are vital to William Amer Company. a 


to maintain our sources of supply ...to assure the high quality 
materials required for the Amer standard of tanning ...and to 
keep a sensitive finger on the pulse of international conditions. 
Quality leather is attained by many contributing activities... 
each one conforming to the dominant doctrine of excellence. 
King Kid and King Kangaroo ...each the finest in 
its field... are the natural results of Amer efforts 


exerted in America and overseas as well. 


As the new year be 











ins, we extend 


sincere wishes for the health and 


prosperity of our customers and 


our suppliers. 


wittiam AMER company 
PHILADELPHIA 23...ESTABLISHED 1832 
MEMBER KID LEATHER GUILD 








Santacin in Senriet Feather, 
Tum Houn’ Dawg, Wild Oats, Silver 
Dollar, Black Thunder. Men's sizes 6-12. 


Chukka-Boot in Loden Green, Wiid 
Cats, Caviar, Tumbleweed. Sizes 6-12. Boys’ 
in Wild Oats, Caviar; 2-6. 


The most sensational 
men’s shoes in 58 
will be 

even more sensational 
in 59 

BRUSHED PIGSKIN 


Hush 


Puppies 


by 


WOLVERINE 


Saddle slip-on in Silver Dollar, 
Wild Oats, Black, Yucca Tan, Corn Cob. Men's 
sizes 6-12. Narrow, medium widths only. 


Bigger and more exciting promotions—even 
bigger than the sales-pulling back-to-school and 


Christmas promotions run in ‘58! 


New styles and colors for spring and summer 


to capture the fancy of men everywhere! 


FOR > 
759 


A broader line of shoes to tap new markets 


—new customers—new sales! 


Expanded production to satisfy the 
overwhelming demand for brushed pigskin 


casuals created in '58! 


BE SURE TO INCLUDE HUSH PUPPIES 
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Raglan oxford in Tumbleweed, Wild 
Oats, Caviar, Corn Cob, White. Sizes 6-12. Boys’ 
in Tumbleweed, Wild Oats, Caviar; 2-6. 


Sport oxford in Wild Oats, White, Silver 
Dollar, Houn' Dawg, Yucca Tan, Scarlet 
Feather, Caviar. Men's sizes 6-12. 


THERE ARE STILL A FEW TERRI- 
TORIES OPEN! 

For information about franchise possi 
bilities write Wolverine Shoe & Tanning 
Corp., Rockford, Mich 





Hush Puppies is a registered 
trade-mark of the 


Shoe and Tanning C 


Wolverine 
orporation 
used n 


without 


and cannot be 
nection with shoes 


con 


permission 











IN YOUR POST-EASTER PLANNING! 


and 56th Sts., 
rate $3.50 per 


iladelphia 39, Pa 


Philadelphia 39 
year). Subscript 
Allow one 





the surest wrap-up in the shoe business today! 


FLBE#FTS 


UTRILON’® ONE-PIECE MOULDED FOOTWEAR 


Many Patterns... 
Many Colors... °°" 
All Sizes! 


Porterne $198 g $98 


to retail at 


retail from 


Patrerns te $198 to $498 


Here’s why FLEETS will SELL... SELL... SELL! 


iti ; inal e WASH ‘N’ WEAR... boil them, sterilize them, they hold 
to carry the exciting Utrilon line! their shape and shine indefinitely. 


Make your store FLEETS headquarters . . . cash e Moulded of amazing Utrilon in one piece, no separation 
in on this revolutionary new traffic-builder. Every- between upper and sole. 

body will want them. Moulded in one long-wearing e Contains no rubber, won't draw the feet. 

piece . . . priced to sell the mass market . . . offer- e Cool, comfortable, lightweight, economical 

ing an amazing array of customer benefits... e Utrilon resists oil, alkali, mild acids... dust and mois- 
they’re your best bet for extra volume and profit. ture proof. Opens many new markets that ordinary foot- 
The century’s most sensational footwear advance. wear can't serve... industrial, bakeries, hospitals, filling 
FLEETS are backed by a complete advertising stations, etc. ; 

and promotional program. International Shoe Never needs repair. 

salesmen now have samples. . . see them, try them Conforms to shape of foot . . . won't distort. 

on, you'll agree that FLEETS are a sure wrap-up. Non-slip . . . ideal for active sports. 


Exclusively distributed in the United States by 
ROBERTS, JOHNSON & RAND - PETERS - FRIEDMAN- SHELBY DIVISIONS OF 


NTERNATIONAL 


SHOE COMPANY 
HMarlds vw, geal Shee Manifactu 2e? 


UIS. MISSOURI - MANCHESTER. NEW HAMPSHIR a GIA 
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WHITES Are in Shoes That Set the Fashion 


‘PRR It is significant that makers of top-bracket women’s 


WHUITEST shoes, who have to be most selective in buying upper 
WHITES stock, are consistent users of LEVOR white leathers. 


“THE WHITEST WHITES” strengthen selling 


Washable appeal at any level of shoemaking. They contribute 
KID, CABRETTA, 
CALF & KIP 


immensely to the recurrent favor smart women show 


for dressy, immaculately-white footwear. 
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AMERICAN LOOK” 


THREE WORDS 
THAT CHANGED THE SHOE TREND 


OF THE NATION 


As we end 1958 with the largest single month in all of our 
67 vears —The Florsheim Shoe Company, Florsheim Dealers, 
and the Florsheim Shoe Shops take modest pride in the con- 
tribution our success is making to American business generally 


and to the shoe industry in particular. 


The American male public was ready for “The American 
Look”’—in shoes or suits, in mouse traps or motor cars—and 
Florsheim gave it to them! What is “The American Look’’? 
[t’s not a style, a color, a last or a leather! To us, it’s all of 
these and more——it’s the men, the materials, and the methods 
that made this country the world leader in the manufacture of 


quality products! 


We at Florsheim face 1959 with confidence. In our plants, in 
our stores, and throughout the Nation, there are thousands of 
Florsheim men with the youth, the vigor, the know-how to 
keep alive a quality tradition that has built the world’s largest 
fine shoe business. They’re part and parcel of what we call 
“The American Look”—three words that changed the shoe 


trend of the Nation. 


THE FLORSHEIM sHor COMPANY « CHICAGO 6 


MAKERS OF FINE SHOES FOR MEN AND WOMEN 


ef 


A DIVISION OF INTERNATIONAL SHOE COMPANY 
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Areal. 
Wie it 





FLEET= 


WSHOES FORICH 
*. & 





on ae 
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VELVET 


IN THIS 
NEW YEAR! 


PEP-UP 


YOUR PAIRAGE 
WITH 


NYLOVEL 


The wonderfully rich Nylon Velvet 
for shoes created by MARTIN. 


BUSTER BROWN SHOES have the 
velvet touch. The largest manufacturer 
of children’s branded shoes has built 
extra pairage for dealers all over the 
country through NYLOVEL. This rich 
material adds great sales appeal to 
shoes. It also lowers upper stock costs. 


FABRICS CORPORATION 


48 


January |, 1959 


West 38th Street New York 18, N. Y. 


The “BUTTER- 


FLY’’ in black 
NYLOVEL is one 
of the prizes in 
the Buster Brown 
line. Stocked in 
sizes 542-8; 8%- 
12; 12%-3 


\ 





DOUBLE STRENGTH 


PLIRIB 


FOR IMPROVED LASTING 
STRONGER INSEAMS, BETTER LINES 


It’s what you wanted ._. it’s what 
DOUBLE STRENGTH PLIRIB gives 


. 


you ...a solid, sturdier rib that maintains PLIRIB 4i lé: See 


flexibility yet produces the extra strength you want. 
DOUBLE STRENGTH PLIRIB is made up with two 
layers of tough reinforcing duck that gives greater 
strength in tighter seams . . . a rib that allows better lasting 
. .. lets you get down “‘in close’’ for better inseaming 
and a tighter edge along the feather line. 
Ask for a trial . .. arrange with your United 
Representative to run DOUBLE STRENGTH PLIRIB 
on your own insole blanks whether it be men’s, women’s 
or children’s — any type . . . prove to yourself that 
PLIRIB’S the right combination . . . a proven combination 
of better shoemaking with bigger savings. 


Product of 
B B CHEMICAL CO. 


DISTRIBUTED BY 


SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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There Is a Time... | 


JUMPING: JACKS 





—*For every shoe there is a season, and a customer 
for every stvle under the heaven .. . 


—*“A time to sell, and a time to buy: a time to 
lease and a time to give up that which is leased .. . 


“A time to hire, and a time to fire; a time to 
liquidate and a time to build up... 


“A time to weep, and a time to laugh, a time to 


moan and a time to gloat... 


“A time to cast away brands, and a time to gather 


brands together: a time to remodel and a time 


off to a good start with 


JUMPING "U4CKS 


As we head into the year of 


to refrain from remodeling . . . 


-*A time te get and a time to lose; a time to hustle 
and a time to idle... 


“A time to spend and a time to save; a time to 
our 31 millionth (or\more!) pair 
we aim to get YOUR Jumping Jacks 


keep silent and a time to speak... 


“A time to loan. and a time to borrow; a time of 
peaks and a time of valleys... 


“But there is always the profit of happiness for 
him who labors.” 


-Vincent C. 
Bozeman. Montana, sent us the above and said :— 


Egbert of Egbert’s Shoe Store in 


“With due respect to Ecclesiastes, who knew this 
wisdom but which we retailers often forget.” 


To which we add: There is a time for everything 
and now is a good time to extend our best wishes 
for a happy. fruitful, wonderful year ahead. . . 


for all. 


e. B. Vertue th, 
Publisher 
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year off to a good,start . . . with 
MORE national advertising 
MORE point of sale displays 
MORE selling helps than ever before! 


VAISEY-BRISTOL SHOE CO. 
Monett, Mo. 





Style No. 8604 


Style No. 8560 


OMFORT 


Style? There are two ways to look at it... 
style your customers look for, and style 
you can sell profitably. 


Comfort? Only one way to look at that... 
your customers demand it! You get both style 
and comfort in Johnsonian Guide-Steps. 


The famous Guide-Step principle of shoe 
design, based on hundreds of thousands of 
foot measurements, makes such comfort 
possible. Skilled Endicott Johnson designers 
create up-to-the-minute styling . . . a selling 
combination that’s hard to beat. 


And note this: Johnsonian Guide-Steps are 
priced to retail profitably at $9.95 to $13.95 


2 Johmeonian 


GUIDE-STEPS 


ENDICOTT JOHNSON 


-..-A Famous Family 
Name in Shoes 
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by JOHN REILLY 


Editorial 





Indecision and Fear 


INCE its inception some twenty years ago this 

“Industry Facts and Figures” issue has been one 

of the most important and significant features on 
Boot AND SHOE REcoRDER’s publishing calendar. 

It places in the record for the first time each year, and 
in very complete form, the production and consumption 
statistics which the industry chalked up during the pre- 
ceding year. The opportunities of the year in prospect 
are appraised and the problems which confront the 
industry are discussed. 


Must Reading 

It is “must” reading and should be preserved by every 
shoeman for reference throughout the year. 

The retrospective portion of this year’s feature is 
particularly significant because of its incisive analysis of 
some serious failures in performance during 1958. The 
picture of a year of frustration and lost opportunities 
which it paints‘is an unpleasant one. 

Merchants and manufacturers, however, can draw a 
powerful lesson for the future from this record of 
indecision and fear which turned 1958 into our most 
defensive year when it might have been the greatest year 
ever in shoes. 

It will provide food for thought, too, for retailers, 
particularly those who, despite periodic warnings that 
sales at retail were running substantially ahead of shoe 
production, marked time for nine long months. Once 
again shoes demonstrated their remarkable strength even 
in the face of threatened recession. 

It will, perhaps, come as a shock to some to learn that 
despite the low state of inventories and a rampant re- 
cession complex, we were able to sell more than six 
hundred million pairs of shoes at retail. Finally, when 
inventories were seriously depleted, retailers recognized 
what should have been obvious and splurged. 

The amazing post-September sprint which production 
made with a resulting pairage loss of less than two per 
cent, is a remarkable tribute to the productive capacity of 
the industry. /t is interesting to speculate, however, how 
much more profitable this production would have been 
had its pairage been stretched out over a six months’ 
period. 

The final production and sales records wili certainly 
cause the industry to raise its sights and its long-standing 
objective of six hundred million pair production. The 
consumption barrier of six hundred million pairs has 
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been cracked. 1959 will certainly see a similar “break 
through” for production. 

Per capita consumption for the year held up remark- 
ably well too in view of the general business atmosphere 
and sadly inadequate inventories of wanted fashion and 
promotional shoes. Fortunately, our population increase 
again helped to buoy consumption. For the second year 
per capita consumption of men’s shoes was disappointing. 

In its statement and analysis of the problems facing 
the industry, this “Facts and Figures” feature pays con- 
siderable attention to increasing manufacturing costs. 
How they can be controlled and passed on to the con- 
sumer will be the major problems for everyone in shoes. 

Unless methods to do so are found, shoes will find 
themselves in the precarious position to which manu- 
facturers of certain lines of apparel have gravitated in 
the last few years. A measure of consolation may exist in 
the fact that shoes are better off profit-wise than some 
other soft goods lines. According to a recent release by 
Dun & Bradstreet, in 1957, 107 manufacturers of men’s. 
women’s and children’s shoes enjoyed a median ratio of 
1.82 per cent of net profits to net sales. For the same 
year 79 manufacturers of women’s coats and suits earned 
a pitiful 0.54 per cent profit on net sales. 194 manu- 
facturers of men’s and boys’ coats and suits fared 


slightly better with a 0.59 ratio. 


Achille’s Heel 


Retailers of apparel and shoes have better operating 
figures. In 1957, 91 retailers of men’s and women’s cloth- 
ing showed a 4.06 per cent profit ratio. Eighty retailers of 
men’s women’s and children’s shoes earned 2.44 per cent 
profit on sales. But significantly, 162 retailers of men’s 
and boys’ clothing earned only 2.07 per cent or about 
half of the profit earned by retailers of men’s and women’s 
clothing, The men’s business, apparently, is the Achille’s 
heel in apparel as it is in shoes. 

No similar breakdown of shoe retailing by types of 
shoes is available. All of these figures are from “Fourteen 
Important Median Ratios 1953-1957 for 70 Lines of 
Business Activity” published by Dun & Bradstreet. 

Other figures from an industry source show that the 
ratio of net profit to net sales of 55-57 manufacturers 
of men’s and boys’ shoes declined from 2.2 per cent in 
1955 to 2.0 per cent in 1957. One-hundred-four manu- 
facturers of men’s, women’s and children’s shoes earned 

(CONTINUED ON PAGE 60) 





today’s top-selling favorites are 


pillow -rilb»Seel 


and YORKTOWN has them! 


Yorktown, as usual, has the big-selling styles when you want them 


... 8 versions of the current favorites in pillow-ribbed leather are 
now available in stock. Made with Yorktown’s three-generation shoe- 


making skills, they deliver an additional margin of 


extra value in every pair. 


_ 


Yorktown 


FOR MEN AND BOYS 





Three Generations of Fine Shoemaking 


Advertised in 


LIFE and ESQUIRE 


IN STOCK FROM ONE SOURCE 
128 STYLES FOR MEN, 

AA-EEE; 6-14, $10.95-$14.95 retail 
26 STYLES FOR BOYS, 

A-EE; 2%-7, $8.95-$9.95 retail 


Write now for catalog or for salesman to call 
GARDINER SHOE CO., INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 

GARDINER, MAINE 


NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 S. Los Angeles St., Los Angeles 


12 


Style 2041 
Black 
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@ Higher taxes a threat for 1959. Government keeps spend- 
ing more money than taxes yield. Deficit is $12 billion. 


@® Small firms face boost in wages due to labor 
drive for $1.25 minimum wage. Would affect 
all stores, covered or not. 





@ The business outlook is brighter than a year 
ago, aceording to the official indicators. Left- 
of-center legislation due. 


Baker Reporting from WASHINGTON 





The clear threat of higher taxes in 1959 is raised by President Eisenhower's 
budget director, Maurice H. Stans. Mr. Stans says if the people demand— 
and the Congress votes—more money than taxes yield, the government will be 
compelled to recommend higher taxes. “It is time for realism in government 
finances,” the money man declares. 

Clearly, there is almost zero possibility of tax cuts in 1959. Worry in the 
White House over the $12 billion gap between government income and outgo 
is the reason. But this gap is narrowing. So some hope for some reductions 
in 1960 is not far-fetched. 

What we can hope for in 1959, however, is some much-needed adjustments 
in the depreciation laws. If machinery and equipment builders can convince 
Senate and House leaders of the genuine need that exists for corrective legis- 
lation on depreciation laws, a sizeable pick-up in sales (and in corporation 
taxes paid by tool builders) should take place. 


Small firms are facing a sharp boost in pressure for higher wages for their 
employes. 

This will result if a drive sponsored by labor unions for a 25 per cent in- 
crease in the minimum wage is successful. Even though stores aren't covered 
directly, a nation-wide boost would put pressure on stores to pay wages as 
they compete for workers. 

In a quick switch in political strategy, the unions now plan to put all their 
efforts into raising the minimum wage from the present $1.00 an hour to $1.25. 
Earlier plans to extend coverage to larger merchants will take a back seat. 

A higher minimum could have an even more serious impact on small mer- 
chants than extension would have. It will affect more business generally and 
inflate more wages. 


The business outlook, as seen by government, is bright. Much brighter than 
a year ago. Nearly all of Washington’s official gages of industrial health 
are up. 

It’s to be a year of upward trends—in production, shipments. prices 
and costs. 

But it’s also to be a year of rough competition. And it will be a year of 
economic paradoxes—some business will thrive while others hunger. Resur- 
gence of the nation’s industrial health will not be across-the-board. Most lines 
are to enjoy a steady upward climb in sales throughout the year. But for 
others recovery is still somewhere around the corner. 

The cost of national defense seems headed for a rise of at least $1 billion. 
Total outlays, as a result, will be around the $42-billion-a-year mark. (We 
are now irrevocably committed to spending more than half our national 
budgets on defense alone.) This $42 billion catalyst, pumped in varying 





amounts into almost every U. S. industry and equally distributed geographi 
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® The government is now more active in policing 
TV and radio for misleading advertising. En- 
tire FTC staff alerted. 


Repor t fi rom ® Your profit margin will get slimmer still in 


WASHINGTON S220cun eerie 





cally, is certain to stimulate many now-listless areas of industrial production. 
New orders, new jobs, more money in circulation will combine to bring the 
glow of recovery to thousands of communities. 

As for political temper, we’re in for a two-year cycle of left-of-center 
legislation. Republicans and Southern Democrats have been reduced in num- 
bers to scarcely more than a corporal’s guard in both Senate and House. The 
new Congress is drawing up a “want list” of legislation that will inevitably 
add new billions to the total cost of running the government. This new spend- 
ing will thereby widen still further the spread between cash income and outgo. 
(The deficit for this fiscal year will be around $12 billion.) 


The government is stepping up its policing of retail advertising on TV and 
radio. Orders have gone out to the entire professional staff (more than 350) 
of the Federal Trade Commission to watch their TV screens at home for 
evidence of false or misleading advertising. The FTC employes won’t be paid 
any more for the after-hour work. And there’s nothing compulsory about it. 
They are simply told to jot down names of firms and products that they see or 
hear in advertising copy that violates federal laws against misrepresentation. 
They'll turn in their notes to professional FTC investigators, who will seek to 
determine further what laws—if any—are being violated. 

The FTC recently appointed Charles A. Sweeny, one of its regular investi- 
gators, to head up the new TV and radio policing activities. Mr. Sweeny 
has been with the FTC since 1935. 


Get ready now for another round of cost increases in 1959. 

Just about everything you buy—merchandise, wages, rent—will tend to 
climb in the months immediately ahead. Prices will have to rise, too, of course. 
And the value of the dollar will be weakened still further. 

Here are some of the conditions now shaping up in Washington that fore- 
shadow the upward cost-price movement: 

Congressional leaders have served notice they’ll move early in 1959 for 
increasing minimum wage and also for applying federal wage regulations to 
stores not now covered by them. 

The government will continue to spend more than it takes in, thereby 
cheapening the dollar and keeping an increasing supply of money in circulation. 

Social security payments for retired persons may be raised again. 

Health and hospitalization insurance for retired persons may be voted. 

Defense spending, now running at nearly $41 billion a year, is to rise by 
about $1 billion a year. 

More federal dollars will be spent for dams, power projects, urban renewal, 
slum clearance, public housing, farm payments, education. 

The AFL-CIO is demanding retail price controls, and Congress may vote 
them. 

Taxes, meanwhile, probably will not be raised. The government will con- 
tinue to issue paper to make up for the deficit, which is now running at the 
rate of $12 billion a year. 

All told, it adds up to another period of substantial inflation. It will require 
all the ingenuity Congress and the White House can muster to keep the infla- 
tion under control and prevent it from getting out of hand. Too much money 

(CONTINUED ON PAGE 50) 
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This iv 
Carry#Pack 


tok oeals 


ee the package 
CARRY*PACK Se 


HANDLES 
this is how Carry-Pack 


add profit to improves your business 


every sale! 
sheen e seals all types of boxes, bags, or wraps 


advertise for you! = e costs far less than string, cellophane tape, 
sy Or special wraps 


@ makes Carrying easy... customers love the convenience 
@ saves wrapping time . . . takes just six seconds to apply 
e eliminates shoplifting 


it’s a sure sign that a sale has been made 


e easy to operate dispenser 


... can be mastered in minutes 
e custom imprints, to match your packaging 
design or advertise your store 


e seventeen beautiful stock colors, 
with matching gummed tape 


~ 
Fe 
oe ex, 
2 ae 
Pa FE 


Investigate 
> CARRY* PACK now! @& 


. 
- 
. 
. 
- 
. 
. 


MAIL COUPON FOR 
FREE DEMONSTRATION OR SAMPLES 


COSHH EHS HEHEHE SSE HEHEHE SHH EE ESEHE EEE EEES 


CARRY-PACK CO., LTD. 
SCHILLER PARK, ILLINOIS asr-19 


Canadian Licensee: Top Paper Products Limited, 
Guelph, Ontario 


(—) Please send free 10 day trial. 
(CO Please send free samples. 

My color choice is _.. 
Check if you use: BOXES ; BAGS 
WRAP IN PAPER 





SOCHCCECSCHCE ET EEE EE EHEEE 
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General Shoe Plans 


Construction Program 


NASHVILLE, TENN. — General 
Shoe Corporation officials have an- 
nounced plans for a $15 million, six- 
year building program on a site ad- 
jacent to the Nashville Municipal 
Airport. 

The expansion program calls for 
the construction of three shoe man- 
ufacturing plants, one each in 1959, 
1960 and 1961. Each would have 80,- 
000 square feet and cost about $1 
million. In addition, a 200,000- 
square-foot distribution center, also 
costing about $1 million, and a 200,- 
000-square-foot office building cost- 
ing approximately $3.5 million are 
planned. The warehouse center is 
timed for 1962 and the office struc- 
ture for 1963-64. 

Ben H. Willingham, president of 
the company, revealed the program 
at a meeting with public officials 
and community leaders. The plans 
are contingent on the ability to sell 
bonds. 

The new buildings will be located 
on a 50-acre site 10 miles southeast 
of the city, on land made available 
by Nashville authorities. 

The $7.5 million to be spent for 
construction will be financed by reve- 
nue bonds of the proposed Nash- 
ville Industrial Development Board, 
backed by a lease from General Shoe. 
The company will spend another $7.5 
million for machinery, furniture, 
conveyors, mechanized equipment 
and electronic data processing ma- 
chines for the new buildings. 

The first manufacturing plant to 
be erected will be used to make 
Johnston & Murphy men’s dress 
shoes and the second plant for pro- 
duction of women’s shoes. 

Mayor Ben West of Nashville said 
he will ask the City Council to estab- 
lish the Industrial Development 
Board so that it can build and lease 
the buildings to General Shoe. 

At present the company leases of- 
fice space in three buildings in 
downtown Nashville. 


Foot-so-Port Boosts Prices 


OCONOMOWOC, WIS. — An- 
nouncements of price increases be- 
tween 3 and 5 per cent have gone 
out to all dealers from the Foot-so- 
Port Shoe Company, division of 
Musebeck Shoe Company. The in- 
crease will be effective January 19. 
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Government Expert Forecasts: 


59 Output Should Exceed 600 Million Pairs 


WASHINGTON, D. C. — The 
government’s top footwear expert 
estimates that U. S. shoe factories 
will turn out more than 600 million 
pairs in 1959. And, because con- 
sumers are once more upgrading 
their purchases at retail, the out- 
look for the nation’s merchants in 
1959 is brighter than for many 
months. 

This is the official forecast of 
J. G. Schnitzer, director of the 
Leather, Shoes and Allied Products 
Division of the Commerce Depart- 
ment’s Business and Defense Ser- 
vices Administration. 

Mr. Schnitzer, in 
statement, reports: 

“Very favorable conditions are 
expected to prevail for the shoe in- 
dustry and trade in 1959. Because 
of the low inventory situation 
throughout the trade, production 
for the first time should exceed 600 
million pairs. The following factors 
have been taken into consideration 
to reach the conclusions noted 


his year-end 





November Output 2% Above 


°57. but Far Below October 


WASHINGTON, D. C. — Foot- 
wear production in November to- 
taled 45 million pairs, 2 per cent 
above the 44.1 million pairs pro- 
duced in November, 1957, the Census 
Bureau has reported. The figure, 
however, was 16 per cent below the 
53.3 million pairs manufactured in 
October, 1958. 

Men’s dress and play shoe produc- 
tion of 6.2 million pairs was 6 per 
cent above the level of 5.8 million 
pairs for November, 1957, but 10 
per cent lower than the 6.8 million 
pairs produced in October, 1958. 
Women’s dress and work shoe pro- 
duction of 12.9 million pairs in No- 
vember, 1958, represents an increase 
of 8 per cent from the 11.9 million 
pairs for November, 1957, but a 15 
per cent decrease from the 15.2 mil- 
lion pairs made in October, 1958. 

The output of all other footwear 
in November, 1958, was 2 per cent 
lower than in November, 1957, and 
17 per cent lower than in October, 
1958. 


above: 

“1. A very low level of retail in- 
ventories, and these will have to be 
brought up to prevent loss of sales. 

“2. An early Easter next year, on 





Improvement in Volume 
Seen for Leather Industry 


WASHINGTON, D. C. — The 
leather industry can expect a “very 
satisfactory and improved volume 
of business” in 1959, according to 
J. G. Schnitzer, director of the 
Leather, Shoes and Allied Prod- 
ucts Division in the U. S. Commerce 
Department’s Business and Defense 
Services Administration. 

Both production and consumption 
will rise in the next 12 months, Mr. 
Schnitzer estimates in his year-end 
statement. He says: 

“All information points to a very 
satisfactory and improved volume 
of business for the tanning indus- 
try during 1959. Production is ex- 
pected to regain the losses which 
occurred during 1958 because of 
the low finished leather inventory 

(CONTINUED ON PAGE 19) 





March 29. Traditionally an early 
Easter always causes a better-than- 
average spring selling season. 

“3. Consumers in growing num- 
bers are tending to put their avail- 
able spending dollars in soft goods, 
including rather than in 
hard goods. 

“4. Shoes are a good buy in to- 
day’s market and consumers 
aware of this fact. The industry it- 
self is doing a good job of inform- 
ing the public that every dollar 
spent on footwear is well spent. 

“5. An increase in population 
and the fact that more women will 
be working during 1959. Employ- 
ment should rise and unemploy- 
ment will continue to decline. As 
soon as a woman goes to work, she 
usually increases her spending on 
footwear and apparel. 

“6. Imports should show a fur- 
ther increase because the bulk of 
this trade consists of low-priced 
shoes.” 


shoes, 


are 
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Union President Reports on 1958: 


Shoe Production Employment Drops 2.3% 


BOSTON—Shoe production em- 
ployment dropped 2.3 per cent dur- 
ing 1958, reported John J. Mara, 
president of the Boot and Shoe 
Workers’ Union, AFL-CIO, in a 
year-end statement. 

Meanwhile, he said, average 
hourly earnings reached $1.51, a 
penny above the 1957 figure, and 
average weekly earnings gained by 
one-half of 1 per cent, from $55.20 
in 1957 to $55.54 last year. Shoe 
production employees worked an 
average week of 36 hours as com- 
pared with 37 the year before. 

(The conclusions are based on 
Bureau of Labor Statistics figures 
for the first 10 months, and esti- 
mates for the other two months.) 

In 1958, Mr. Mara said, the av- 
erage number of production work- 
ers was 215,000 as against 220,000 
in 1957. He described the drop as 
“serious.” 

“This standstill of earnings and 
decline in employment in 1958 was 
not, as might be surmised, due to 
any appreciable drop in shoe pro- 
duction,” the union president re- 
marked. “The shoe industry wilil 
have produced an estimated 595 
million pairs in 1958, or just about 
the same as the record high 598 mil- 
lion pairs in 1957. 

“Thus, while shoe production 
held level for the year, employment 
experienced a fall, and earnings 
showed no gain.” 

For 1959, union officials estima- 
ted the following wage and employ- 
ment pattern: average hourly earn- 
ings, $1.57; average hours worked 
weekly, 37.3; average weekly earn- 
ings, $58.56, and average employ- 
ment, 219,000. 

Mr. Mara said, “Two disturbing 
elements are present in the above 
estimates: (1) the length of the 
work week will remain about ‘av- 
erage’ as it has for several years; 
(2) the continuing decline in the 
number of production workers. The 
significant point is that this static 
work week and employment decline 
will apply in a year when produc- 
tion will reach an all-time high of 
over 600 million pairs, probably as 
much as 610 million pairs.” 


According to Mr. Mara, the 
union looks to 1959 as a year of 
new records for the shoe industry 
—in sales and profits as well as 
production. 

“Unfortunately, per capita shoe 
consumption will probably reach 
only 3.45 pairs, still short of 1957 
and other years. Despite the new 
business spurt, the shoe industry 
has not caught up with its tradi- 
tional relationship with population 
growth.” 

Mr. Mara said his union plans to 
“continue its strong promotional ef- 
forts to build a more shoe-conscious 
public.” 


Clayton Shoe Co. to Establish 
$150,000 Plant in Arkansas 

CORNING, ARK. — The Corning 
Industrial Corporation has com- 
pleted negotiations with the Clayton 
Shoe Company of St. Louis for con- 
struction of a $150,000 factory here. 
The company signed a contract to 
locate the factory here and financing 
was accomplished by subscriptions 
from Corning residents. Corning’s 
share of the building project was 
about $85,000. 

The 30,000 - square - foot plant, 
which will manufacture women’s 
shoes at first, will employ between 
100 and 150 persons, mostly women. 
It is being equipped to allow employ- 
ment of 300 at peak production. 

Completion of the steel, brick and 
aluminum structure is expected by 
April, when machinery will be in- 
stalled. A training school for em- 
ployes will be set up soon, company 
officials have announced. 


Brown Co. Goes Airborne 


BERLIN, N. H.—The Brown Com- 
pany, manufacturer of shoe inner- 
soles and other products, has pur- 
chased a two-engined, five-passenger 
airplane to enable the big firm’s per- 
sonnel to “get around the country 
more efficiently in order to cover a 
wider area of markets and sales pos- 
sibilities.” A. E. Harold Fair, presi- 
dent of the company, said the plane 
was scheduled to be in operation by 
the end of January. 





General Shoe Sees 


°59 as Its ‘Best Year’ 


NASHVILLE, TENN. — General 
Shoe Corporation is looking forward 
to the best year in its history in 
1959, Chairman W. Maxey Jarman 
declared in the company’s annual 
report. 

Explained Mr. Jarman, “Despite 
a slight decline in total business for 
the year, our excellent last half— 
coupled with the fact that many of 
our manufacturing plants are sold 
out well into the future—makes us 
believe General is on the threshold 
of its most important development.” 

Business totaled $252,513,050 in 
1958, 2 per cent under the previous 
year. The decrease was attributed to 
retailers’ reduction of inventories 
during the first half. In the second 
half, sales gained by 2 per cent and 
earnings climbed 12 per cent. 

Net earnings for 1958 were 
$5,323,228 as compared with $5,- 
789,590 in 1957. Dividends for 58 
totaled $1.50 per common share. 

In the annual report Mr. Jarman 
predicted, “Next year should better 
1958 for General from every stand- 
point. Actually the outlook is espe- 
cially bright for the shoe industry 
as a whole.” 

Among key developments in ’58 
which will have a bearing on the 
company’s progress in 1959, Mr. Jar- 
man noted, were the opening of a 
new plant in Fulton, Miss.; the build- 
ing of a new, larger plant in Lewis- 
burg, Tenn., opening this month; 
acquisition of the Safety First Shoe 
Company, Holliston, Mass., and a 
major expansion plan just disclosed. 


U. S. Is World’s Top Shoe 
Producer: Maxey Jarman 

NASHVILLE, TENN.—“America 
has become the world’s foremost pro- 
ducer of shoes—both for quality and 
design,” Chairman W. Maxey Jar- 
man of General Shoe Corporation 
declared in commenting on a charge 
by the Boot and Shoe Workers’ 
Union that American manufac- 
turers are producing “shoddy” prod- 
ucts (see page 69). 

Recently returned from a world- 
circling inspection of shoe manu- 
facturing, Mr. Jarman said Ameri- 
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can engineering and design services 
are in constant and increasing de- 
mand. 

“Certainly some of the fine designs 
in shoes come from France and 
Italy,” he said. “But in many in- 
stances the American adaptation or 
pure American design offers great 
improvement. From a quality point 
of view American shoes know few 
competitors.” Mr. Jarman said the 
reason for this was the technical 
“know-how” of American manufac- 
turers and the constant improve- 
ments in machinery and materials. 

Curiously, he added, in combina- 
tion “the engineering and design 
skills, coupled with the craft work- 
ers, are today producing shoes, that 
on the average, cost less than they 
did 10 years ago. Yet design-wise 
and quality-wise they are far better 
shoes.” 


Higher Output, Consumption 
Forecast for Leather in 1959 
(CONTINUED FROM PAGE 17) 


in the hands of consumers and an- 
ticipated increases in the produc- 
tion of shoes, clothing, and other 
important leather products. 

“Deliveries of leather by tan- 
neries will have to be increased be- 
cause of the early Easter and the 
necessity of several weeks in prep- 
aration for the seasonal improve- 
ment anticipated. In the spring of 
the year, this seasonal improvement 
should be concentrated primarily on 
shoe leathers, but later on, other 
varieties will also be favorably af- 
fected.” 

Turning to the hides and skins 
industry, Mr. Schnitzer believes do- 
mestic production will change only 
slightly in 1959. He reports: 

“Indications for 1959 are that 
production of cattle hides will show 
a moderate increase over the 1958 
volume. This increase is expected 
to be slightly more than one million 
pieces and most of it should come 
from feeder steers and old range 
stock. 

“This is due to the fact that live- 
stock producers will continue to im- 
prove their herds, ridding them- 
selves of old stock first and replac- 
ing these with young animals. The 
increase in the number of animals 
on feed lots will make a large num- 
ber available during 1959, most of 
which will be fully matured by the 
closing six months of the year.” 
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Brown Shoe Reports Record Sales, Lower Earnings 


ST. LOUIS—The largest net sales 
in the history of the 80-year-old firm 
have been reported by Brown Shoe 
Company through Clark R. Gamble, 
president. Earnings, however, 
showed a decrease. 

The company’s net sales for the 
year ending October 31, 1958, 
amounted to $239,903,734, as com- 
pared with $236,946,078 for the cor- 
responding period last year. 

Net earnings after taxes for the 
fiscal year totaled $8,489,936. Net 
earnings per share were $4.67 for 
fiscal 1958, as compared with $5.04 
per share on December 31, 1957. 

The 80th annual report to stock- 
holders states, “Sales for the year 
were the largest in the company’s 
history, in a period when retailers 
were committed to a program of in- 
ventory reduction. While this latter 
fact resulted in our lower volume 
of pairs manufactured, that loss was 
more than offset by increases in our 
retail divisions. 





Psychologist-Humorist 
To Address FMC Banquet 


NEW YORK—Some 3000 shoe 
factory executives are going to hear 
advice about “What to Do Until 
the Psychiatrist 
Comes.” 

At least that’s 
the title of a talk 
to be given by 
Dr. Murray 
Banks, featured 
speaker at a Feb- 
ruary 1 banquet 
during the Fac- 
tory Management 
Conference in 
Cincinnati, O. DR. MURRAY BANKS 

The National Shoe Manufactur- 
ers Association, which sponsors the 
conference, is billing Dr. Banks as 
“one of the most humorous and 
laugh-provoking speakers in the 
country.” He is a former psychol- 
ogy professor at Long Island Uni- 
versity and Pace College, New York, 
and a visiting lecturer on psychol- 
ogy at numerous other colleges. His 
books include “How to Live with 
Yourself’ and “How to Stay Nor- 
mal and Enjoy Life.” 


“Earnings were lower even in the 
face of the higher sales volume, due 
primarily to the reduction in pairs 
made and heavy expenses incurred 
in opening new shopping center and 
roadside shoe stores.” 

The report lists number of pairs 
manufactured during fiscal 1958 at 
27,261,069, as compared with a pre- 
vious year’s total of 29,105,105 pairs. 

Looking ahead to next year, the 
message to stockholders says, “The 
outlook for the shoe industry is bet- 
ter than it has been at any time in 
the past 12 months, and order re- 
ceipts for the spring season show a 
very substantial increase in volume.” 


New York Travelers’ Group 
Elects Myron Wolf President 


NEW YORK—Mpyron B. Wolf of 
the Penobscot Shoe Company was 
elected president of the Boot & Shoe 
Travelers’ Association of New York 
at the annual meeting last month 
at Hotel Collingwood. 

Daniel S. Griffin, president for 
the past two years, was elected to 
serve, ex-officio, as a director for 
three years. Other members on the 
new board of officers included: Harry 
Rhodes, John E. Lucey Company, 
first vice-president; Edward J. Mc- 
Cann, W. L. Kreider Company, sec- 
ond vice-president; Herbert Spahn, 
Metropolitan Shoemakers, treasurer ; 
Charles Havranck, Swan Shoe Com- 
pany, executive secretary, and Jo- 
seph H. Schmitt, E. T. Wright Com- 
pany, assistant secretary. All of- 
ficers were elected for one year. 

Elected to serve three years on 
the board of directors were: Rich- 
ard Stewart, Johnson, Stephens & 
Shinkle Shoe Company; John S. 
Getty, Gerberich-Payne Shoe Com- 
pany; Walter Mosbacher, Donavan 
Industries, Inc.; Arthur Benjamin, 
Golo Footwear Company, and Har- 
vey Tweedy, Dori Footwear, Inc. 


Represents Kreiger & Rosen 


NEW YORK—Kreiger & Rosen 
Shoe Company, Brooklyn, manufac- 
turer of stitchdowns, has appointed 
Laurence Rose and Associates as its 
representative for volume accounts. 
The Rose firm has offices in the Mar- 
bridge Building, New York City. 
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Label Law Advocate Meets with Shoemen 


WASHINGTON, D. C. — Rep. 
Charles O. Porter (Oregon Demo- 
crat), the leading advocate of a 
national shoe label law, is confer- 
ring with industry experts over the 
size and form of the bill he will 
sponsor in the House of Repre- 
sentatives this month. 

However, Mr. Porter is making it 
clear that he will make no changes 
in his bill before throwing it into 
the legislative hopper. He expects 
to make some necessary revisions 
in the bill, but plans to give first 
priority to public hearings. (The 
bill scheduled for introduction in 
the House was published on page 
217 of the October 15 issue of 
BOOT AND SHOE RECORDER.) 

“The bill in its present form is 
a good starting point,” Mr. Porter 


told the RECORDER. “I will make 
no changes until I hear from those 
who want to testify in the public 
hearings.” 

While no date has been set for 
the opening of public hearings on 
the Porter bill, the sessions are ex- 
pected to get under way soon. Mr. 
Porter believes his bill has consid- 
erable voter appeal, and he intends 
to exploit fully every opportunity 
to whip up enthusiasm among con- 
sumers, particularly among parents. 

Mr. Porter says he is “getting 
educated” on footwear manufactur- 
ing methods and techniques. He has 
asked the Library of Congress to 
send him all it has on shoe produc- 
tion. In addition, he plans to visit 
a shoe factory soon to observe first- 
hand how footwear is made. 





Independent Shoemen’s Plan Sparked Federal Program 


BOSTON — “Operational Know- 
How,” the Independent Shoemen 
educational program to increase the 
efficiency of the independent shoe 
retailer, “has created an avalanche,” 
Frank T. Underhill, executive direc- 
tor, said in a year-end statement. 

Mr. Underhill referred to a corol- 
lary of the original Operational 
Know-How plan whereby the gov- 
ernment could help the independent 
merchant and small businessman to 
finance expansion and growth, and 
to assist newcomers to enter busi- 
ness with government financial aid. 

Independent Shoemen members 
developed the plan in close associa- 
tion with the Small Business Ad- 
ministration at Washington, D. C. 
Although the plan to provide aid 
solely to independents within the 
shoe industry was temporarily 
shelved by decision of the I. S. par- 
ticipants, interest within the Small 
Business Administration remained 
high. The program has since been 
activated for all small business, Mr. 
Underhill said. 

He added that The Wall Street 
Journal had published a detailed 
analysis of the plan revealing that 
more than 10,000 businessmen had 
approached the Small Business Ad- 
ministration with the purpose of 
participating. 

“Significantly,” 


Mr. Underhill 


said, it was the I. S., a relatively 
‘small’ organization, which created 
and launched this plan which has 
now become an avalanche.” 

Mr. Underhill said his organiza- 
tion experienced “one of its most 
productive years” in 1958. “The 
steady growth pattern remains un- 
changed.”” The new educational pro- 
gram will be launched this month, 
and Mr. Underhill said I. S. leaders 
“see 1959 as the launching date for 
a new and optimistic era for the in- 
dependent—but only if he fully real- 
izes his own strength and puts to 
work the vast reservoir of assets and 
opportunities within his reach.” 


Edison Gives Yule Bonuses 


ST. LOUIS—For the 25th consecu- 
tive year, Edison Brothers Stores, 
Inc., distributed Christmas bonuses 
to its employees in both the home of- 
fice and the 334 Edison stores. The 
firm’s board of directors voted a 
quarter-million-dollar bonus to ap- 
proximately 4000 employees. Amount 
of each check was determined by po- 
sition and length of service. 

Announcement was also made that 
Edison Brothers had set aside $250,- 
000 as the 1958 appropriation to its 
pension plan, which now totals over 
$4.1 million. The retirement fund is 
paid for in its entirety by the com- 
pany. 


© Obituaries 
Francis Murphy, 81, 


McElwain Executive 


NASHUA, N. H. — Francis P. 
Murphy, 81, director of the Melville 
Shoe Corporation and vice-president 
of J. F. McElwain Company, Mel- 
ville’s manufacturing division, died 
December 19 at Nashua. 

A former governor of New Hamp- 
shire, he was a founder of the Mc- 
Elwain Company and had been as- 
sociated with the leather and shoe 
industries all his life. 

Governor Murphy got his first job 
nailing cases in a shoe factory, the 
W. H. McElwain Company, during 
school vacations. He rose through 
the ranks to become vice-president 
and director until the company was 
merged with International Shoe 
Company. 

During his term as Governor of 
New Hampshire from 1936 to 1939, 
he has responsible for many state 
developments in public works and 
recreational facilities. He not only 
balanced the state budget for the 
first time in many years but reduced 
state debt. 

Governor Murphy was one of the 
founders in 1922, together with the 
late J. Franklin McElwain and Se- 
ward M. Paterson, of the J. F. Mc- 
Elwain Company, which was formed 
to make Thom McAn shoes for the 
Melville chain started the same year. 
He had a major role in the develop- 
ment of the company, which today 
operates 13 factories with a capacity 
of more than 10 million pairs of 
shoes annually. 

He is survived by three daughters, 
one son and several grandchildren. 


PHILIP ZACKS, a retired shoe 
merchant, died recently in Provi- 
dence, R. I., after a brief illness. For 
50 years he resided in Taunton, 
Mass., where he was president of 
Zacks Shoe Store, Inc. The business 
had been established in 1903 as W. 
Zacks & Son; Wolfe Zacks was the 
father of Philip. 

Before moving to Providence four 
months ago, Philip Zacks was a resi- 
dent of Hollywood, Fla. Besides his 
widow, Mary, he is survived by two 
sons, Clinton and Alfred; three 
brothers, Benjamin, Robert and Dr. 
David Zacks, and a sister, Mrs. 
Annie Klaiman. 
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A REMARKABLE NEW 


SHOE 





FABRIC WITH THE 


LOOK AND TEXTURE OF CRUSHED FRENCH KID... 
THE SECRET: SPECIALLY EMBOSSED NYLON FABRIC 
LAMINATED TO A LINING WOVEN WITH LASTEX® 


New Embossé ...so versatile...so supple...so pliant... so 
lightweight. Although it has the look and feel of expensive 
crushed French kid, it can be molded and manipulated with 
all the ease of fabric. Lastex is the magic means of trans- 
forming a delicate and beautiful nylon fabric into a practical 
and completely new shoe material. When this especially em- 


bossed fabric is laminated to linings woven with Lastex elastic 
yarn, it achieves the body and resiliency it needs for successful 
shoe construction. Embossé is a development of Alfred 
Vamos, Inc. For further information contact Alfred Vamos, 
47 West 34th St., N. Y. C., or the makers of “Lastex’’yarn 
at address below. 


Textile Division 


United States 


Rockefeller Center, New York 20, N.Y 
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PLAY-POISE 





PUT YOURSELF 
IN OUR SHOES! 


We make ’em — you sell ’em. 

Good combination, what? Speaking 
of combinations the shoes shown 
here are a hot combination according 
to our dealers from coast to coast. 


You’re looking for proven styles — 
with good profit margin. 

Why not size-up? They’re in stock 
for fast delivery. 


Put yourself in our shoes once, and 
you'll never want to be out of them. 


VIRGINIA SHOE COMPANY, INC. 
Since 1786 
FREDERICKSBURG, VIRGINIA 

















T-STRAP WELT 


A charmer with perforated moccasin 
toe and perfectly positioned strap. 
comes in Red, Brown, Black Crushed 
and Blue — Infants’ 5% thru Misses 3. 
Widths B, C, D, E. Infants 3.50 
Childs 3.90 
Misses 4.20 4-EYELET DRESS MOCCASIN 


in Black Kordo with Black Savona Grain Plug 
Comes in Infants’ 6% thru Boys’ 6. 
Widths B, C, D, E. Infants 3.50 


Childs 3.90 
Youth 4.20 
Boys 4.70 
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JOSEPH S. STERN, Sr., Chairman 
of the board of United States Shoe 
Corporation and president of the Na- 
tional Shoe Manufacturers Associa- 
tion, says: “The shoe industry has 
kept fully apace with our fast-moving 
economy; the American public is 
rapidly recognizing there is nothing 
they buy that gives them the relative 
value of a new pair of shoes. As a 





result, the demand for shoes in 1959 
will surely reach an all-time high of 
over 600 million pairs. 

“Progress is the keyword for any in- 
dustry. With ingenuity and skill, the 
American shoe manufacturer is de- 
livering the kind of shoes that will 
bring to alert shoe retailers an ever- 
increasing share of the consumer 
dollar. 

“Every index points to higher figures 
in 1959, The entire shoe industry, by 
maintaining high standards of value 
and through continuous and _ timely 
promotions, can so service the in- 
creasing demand for footwear that 
1959 is bound to be a banner year.” 

* * * 

“What will you do the day after 
Easter,” asked HELEN JOSEPH, 
Shoe Fashion Director for PPSSA of 
the retailers who attended the indus- 
try-fashion breakfast during the show. 
She continued: “How will you mer- 
chandise the new fashion season, 
Second Spring? The consumer doesn’t 
hibernate after Easter. Neither should 
you! Let’s remember that the 
weather is at its best for window 
shopping in April, May and June. 
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Let’s remember the long months of 
warmer weather ahead . . . for which 
there are special clothing and shoe 
needs, Let’s not forget the thousands 
of people in your city who are plan- 
ning vacations and travel, with their 
special clothing and shoe needs. The 
American woman can get just as ex- 
cited about the purchase of something 
new in April as she can in February. 
“We say buy—and promote—and dis- 
play—and sell—more color! 

“New shoes, new clothes, new lip- 
sticks . . . the purchase of anything 
new is an exciting experience to a 
woman; and she wants you to be en- 
thusiastic about the shoes you show 
her. She'll respond to one of your 
windows, or a section of your win- 
dow filled 


right patterns—for a week. 


color and the 
If she 


hasn’t already thought about her sec- 


with one 


ond spring shoes in color, she'll get 
the message when the window stops 
her. And she'll get another impor- 
tant message too: that you have the 
most complete selection of fashion 
shoes in your city. When she comes 
into the store, remind her again! 
Your most important interior display 
might be all green, or all geranium, 


Re- 


mind your salesmen that even though 


or all of any color you select. 


the customer asked for and bought 
lack, she can be tempted with color 
to buy a second pair. She will buy 
color if she sees it—in your advertis- 
ing, your windows, your displays and 
in her size. 


“The weather will be bright. The 
fashions relaxed and colorful; and 
you can sell shoes to go with the 


climate and the clothes in the new 


season . . . the season with a fashion 
reason.” 

* - * 
“Extra pair sale easy? That’s non- 
sense,” says DOROTHY BLUMEN. 
THAL, owner of The Shoe Tree, a 
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smart children’s store in Van Nuys, 
Calif. “They're and 
tween these days. People are just not 
buying one more pair of shoes than 


few far be- 


they need. 

“We pioneered this area ten years ago 
and have watched the section go from 
upper middle class with ample money 
to spend . . . to a slightly lower in- 
come bracket. This has affected our 
business. The people are more price 
conscious and buy only what is ac- 
tually needed. 

“Originally, we started with women’s 
casuals and dress shoes along with 
the children’s and 
The demand 
for 
shoes that we found it more profitable 


growing teenagers. 
was so much stronger 


children’s and young people’s 
to discontinue the women’s lines. 

“We give our children a lot of per- 
Our shoes are fitted to 


the individual foot. It’s the one thing 


sonal service. 


I insist upon. We follow through on 
the children to make certain that an: 
problem which appears is taken care 
of right away. Lots of the boys and 





girls come in by themselves. We know 
what the parents want them to have 
and how much they want to pay. This 
saves the parents’ time and it is good 
for our business. 

“The trend is toward softer, well con- 
structed, lighter weight shoes. I have 
found it more profitable for me to 
wait and see how a new pattern goes 
over. When 
demand them, then I buy. For a long 


the kids come in and 
time I was the first in the area with 
the newest. It didn’t work out so well. 
“The biggest problem for the small 


independent retailer is—finding capi- 
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tal to make the necessary expansions 
and remodeling when needed.” 

= > 7 
“Personal incomes and _ corporate 
earnings in the year ahead will show 
much sharper increases than were 
anticipated.” 
“Business can expect stability in the 
coming months, partly because pro- 
duction is fairly well in line with con- 
sumption and raw material purchas- 
ers are confident that prices are firm- 
ing and agricultural products are in 
good supply.” 
“Long-range 
sumer spending is a good prospect, 


improvement in con- 
with increases of wages; but unem- 
ployment continues to be an irritant.” 
These were some of the conclusions 
reached by 140 financial executives, 
representing 25 basic and major in- 
dustries . . . in a projection of the 
1959 economic picture during the an- 
nual meeting of the board of directors 
of the NATIONAL ASSOCIATION 
OF CREDIT MANAGEMENT re- 
recently. 
All queried expect increased Govern- 
ment spending . . . pointing out that 
the Congressional makeup supports 
that view, and emphasizing that the 
full effects will not be experienced 
until 1960. It was recognized that a 
potential boom is in the making, with 
more inflation inevitable; and that 
Federal Reserve control over money 
will remain a safeguard against run- 
away inflation. 

* * = 
JULIUS KATZ, manager of the Lake- 
wood Juvenile Shoe Store in Cleve- 
land, Ohio, says that “today’s cus- 
tomers are demanding and getting 
sturdier construction in young chil- 
dren’s shoes.” Mr. Katz reports that 
he has noticed a decided trend away 
trom straps and lightweight shoes so 
popular last year, and toward the lace 
type oxfords with heavier construc- 
tion. This trend toward more dura- 
bility will continue in the coming 
months, he believes. 

x * * 
“I bought a pair of patent leather 
shoes. They cracked the first day I 
wore them. I brought them back to 
the store where I’d bought them but 
all that happened was that I was told: 
‘That happens to all patent leather 


shoes.’ ” 
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Proftile.... 


by ESTELLE G. ANDERSON 





KEEVE B. PASS 


66 ND it shall come to pass” . . . that the lad, Keeve B. Pass, shall 
start: in the shoe business with G. R. Kinney as a Saturday 
extra; then proceed to Burt Shoe Company and thereafter 

to Thalhimer’s. After fifteen years at Thalhimer’s, merchandising all shoes, 
piece goods and gifts, he shall go into business for himself, in a salon-type 
operation. It shall be a successful business. However, he shall liquidate 
it, to take over the shoe department at Rich’s in Atlanta, when the long- 
standing lease of Oscar Thompson terminates. 

That’s how K. Pass’ destiny was prescribed and that is how it has 
evolved, step by step, through the years . . . until the present time when 
he is merchandise manager of all shoes at Rich’s . . . 
and success that he has earned through hard work, practical knowledge 
and long experience. 

There’s an air of quiet authority about K. Pass. He is never ruffled. 
Never loses his temper. He has a gentle and quiet understanding of his 
fellow man; and his first aim is to help . . . especially through training 
and education. He is thankful for the teaching he received from the great 
merchants he was exposed to in his formative years and still applies the 
philosophies they taught him. Generously, he shares his knowledge and 


a position of eminence 


experience with the salespeople and young buyers in his departments. He 
keeps them alert and up-to-the-minute on the latest selling techniques as 
well as fashions. 

Rich’s in Atlanta and Knoxville have fourteen shoe departments. Each 
is run as a separate shoe store . . . with its own buyers; and each depart- 
ment fulfills a separate function, with a trained force and merchandising 
plan for that department. 

K. Pass’ philosophy is a simple one: He believes in—selling fashion in all 
ads and displays of shoes at all price levels; in broad selections of national 
brands with extreme depth in good shoes; in being important to a few 
resources rather than buying a little from many; in sharing his plans and 
problems with his resources. He believes the merchandise manager should 


(TURN TO PAGE 49, PLEASE) 
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The last word in softness and flexibility is this plain toe 
brushed leather cinnamon brown casual with a sole treatment 
reminiscent of the classic rehearsal sandal. The extreme flexi- 


bility stems from its novel Stitch-Craft construction which gives 


immediate appeal to the upper and sole areas. The raw-edge 
foam rubber insole and the spring heel are faced with the same 
leather as the upper. The spring heel is formed by a low wedge 
insertion. This is a promotional extra pair style. 


For further information write Boot anp SHOE RECORDER 
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@ Never has there been so much color in shoes 
town shoes, spring shoes! And never have we seen 
so much color in accessories. “Spring-Summer 1959 
is destined to be a color-mad, shoe-mad season that 
could, with proper promotion, become a stocking- 


Four 


Colors 


For 
Easter.... 


Color is your number one promotion 
theme this spring. We suggest four color 
coordinations: black and white, bone, a 


brighter blue and a spring green. 


mad season, too.” So says Helen Connor, style 
authority of Aberle, Inc., high style hosiery house. 
@ Although color plays such an important part 
in spring shoe styles, black is still the number one 
color, slated for over 50 per cent of Easter business. 


Above: Smartly unadorn- 
ed pump on new last, flat- 
tened on top, in a spring 
green, from Erica, with 
matching handbag from 
Waldman. The stockings 
are in Stem Green, one 
of Aberle’s accent colors. 
The green and white neck- 
lace and earrings are by 
Coro Jewelry. 


Pump in Mayfair me- 
dium brown and bone 
from Martinique; bone 
handbag from Harbee. 
Blonde is the color of the 
Aberle stocking. Pearl 
earrings and necklace in 
coral, pearl and crystal 
from Coro add color and 
sparkle to costume. Four- 
inch soft draped belt by 
Schaffer points to the 
importance of such belts 
for an Empire waistline. 








by 
ELEANOR M. RUTTY 


Black patent leather Theo 
tie on 15/8 heel from 
Fortunet; shiny black 
and white handbag from 
Shoemates, Inc. The 
pearl and crystal necklace 
and pearl earrings are 
from Coro Jewelry. The 
opened swatch book— 
showing spring ready-to- 
wear fabric colors and 
stocking —are from Ro- 
man Stripe. Aberle’s 
off-black iridescent, Black 
Garnet, is coordinated 
with the black shoe. 


In the blacks, patent leather claims the lion’s share. medium Mayfair brown or a green, tending toward 
Second place is given to Bone or Navy—not the the yellow side, comes next. Surface contrasts are 
brighter blue which ranks as a promotion color. A considered more important than color contrasts. 


One of the new brighter 

-but not royal—blues in 
“Felice,” on 19/8 heel, 
flattened, slightly rounder 
toe, from DeLiso Debs; 
matching bag from Len- 
nox. Blue Skies blue in 
the Aberle stocking. Pearl 
and crystal necklace from 
Coro Jewelry. 
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Because Cashion’s enjoys the infor- 
mality of a suburban shopping area, 
this young lady stops to purchase 
new toe shoes dressed for ballet class. 


EW” and “sparkling” are 
the words which describe 
Cashion’s Shoe Store in 
distinctive Fig Garden Village, 
Fresno, 

It seems an exaggeration to refer 
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at 
California. 


to a store building constructed two 
years ago as the “old” store, and yet 
the tremendous buying response which 
the Cashions have elicited “The 
Village” has made it necessary for 
them to double their area. The “old” 
store (1600 square feet of floor space) 
was a conventional family shoe store. 
The “new” store, few 
months contains 
feet. 

The comfortable and eye-appealing 
interior relaxes even the most hard- 
crusted customer. The color scheme 
is pink, green, and white. The wall to 


in 


opened a 
3200 square 


ago, 


wall carpeting is a combination of 
these three basic colors in varying 
tones. Birch is used for section di- 
viders, counters, stock islands, dis- 
play tables, and the arms and legs of 
chairs. The wood has been hand 


rubbed to a soft green tone, and gold- 
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Young People Can 


Young people wear more shoes than their parents 
and they make good customers. But you have to 
know how to please them, as the Cashions do. 





The “Teens” Department is a favorite spot during after-school-hours and 
on Saturdays. Two fourteen-year-olds enjoy a cold drink and exchange 


views on the new shoe styles. 


en accents of the wood shine through 
the green. The upholstery fabric on 
the chair seats picks up the green 
figures of the carpeting, and the pink 
of the carpeting is duplicated in the 
walls. 

The newness and sparkle of the 
store is dramatized by the use of stark, 
flat white—too little of which could 
result in isolated, conspicuous areas 
-——and too much of which would give 
a white-washed effect. Interior har- 
mony, say the Cashions, is a sure-fire 
way to keep customers browsing and 
buying. 

Big window display, smartly ar- 


ranged, is another device which is 
boosting sales in this central Cali- 
fornia store. The 40-foot frontage of 
Cashion’s is all window display with 
the exception of the four-foot en- 
trance. The window is carpeted in 
snow white nylon fluff, backed with a 
twelve-inch white wrought iron fence 
on the inside. The effect of the white 
carpeting is to lighten and brighten 
the window display, but never to clash 
with, or detract from, the merchandise. 

One of Cashion’s unusual display 
touches, which appeals particularly to 
the younger set, is a sturdy branch of 
manzanita, sprayed white, which is 
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Be Your Best Customers... 


decorated with the latest items of 
stock for juniors. The manzanita is 
portable and sometimes stands on the 
cold drink bar, and sometimes on the 
revolving table in the window. “Let’s 
see what’s on the tree today,” com- 
mented one teenager, as a group took 
a short-cut through The Village park- 
ing area on the way home from high 
school. 

“If you make merchandise easy to 
reach,” says Jack Cashion, “you're 
The 


young customers at Cashion’s are able 


more likely to make a sale.” 


to reach over the fence into the win- 
dow display, select the shoe they ad- 
mire and_ then, ap- 
proach a salesman with the question, 


shoe in hand, 
“Do you have my size” or “Is this my 
Jack Cashion and his sales 
personnel accept this as a normal part 


size?” 
of shoe buying. Their answers are 


always courteous and _ enthusiastic. 
The interesting part of shoe selection 
by young people in this way is that 
they run back to the window and 


replace the shoe. The children seem 


always to remember just where the 
shoe fits into the display. 

The teenagers’ corner is the real 
eye-catcher. It is furnished with a 
cold drink bar, high stools, an old- 


fashioned ice cream table and chairs, 
all done in white. To Becky and Jack 
Cashion, the teenagers are delightful 
young adults, and they never are 
treated as actual or potential mischief 


Two happy youngsters enjoy a ride on the Cashion ponies while their 
mother selects shoes and bag for her new costume. The fitting area for 
toddlers is at right, rear—on the left are stairs, and on the right a slide for 


the quick trip down. 


Mother enjoys coffee as daughter is fitted for new school shoes. 
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makers. Young people generally live 
up to what is expected of them, and 
so the Cashions play host to the teen- 
agers during the late afternoon hours 
on school days, and all day Saturday. 
There is a cold box, well-stocked with 
the drink which skin specialists, den- 
tists, and pediatricians have selected 
as least harmful to skin, teeth, and 
appetites. The people are 
thrilled to have their own corner in 
this beautiful store, and they conduct 
themselves as proper guests of Cash- 


young 


ion’s whether shopping, looking, or 
just visiting. Becky Cashion can’t 
understand all the discussion in the 
news about juvenile delinquents. “We 
certainly don’t see any of them here, 
or in our dancing classes,” she says. 
So far as the teenagers in this fast 


growing, suburban area are concerned, 


there is only one place to buy shoes, 
and that is CASHION’S. 

As an avocation, the Cashions teach 
junior high 


ballroom dancing to 


(CONTINUED ON PAGE 52) 
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Everybody’s Wearing Them 


Wearing what? Wearing tights. If they are not now, they 
soon will be, from youthful grandma to littlest granddaughter 





Four ages wearing tights—a youthful suburban mother, 
a college or high school girl and two smaller girls. 


ERE is another plus sale for your shoe de- 

partment. Tie it in with your boots, with 

your soft slippers, with the new interest in 
hosiery wardrobes of types and colors. 

And tie it in with the short short skirts which may 
be very smart but can certainly also be very chilly in 
feeling and unprotected in appearance. 

There is still time to make these tights a late winter 
promotion this year and to pave the way for an early 
start next fall. 

Made of Helanca and another stretch yarn, these 
tights present no problem in stocking sizes. “Small, 
medium and large” take care of both leg and feet 
lengths. 

There is no limit to the way that women and girls. 
as well as children, may make use of this highly func- 
tional style. Worn by women, they can be made to 
look just like a smart sports stocking under a skirt 
or long coat. For special occasions—such as late 
football games, outdoor ice-skating or other winter 
sports, they are still a woman’s fashion, just as much 
as a teen-ager’s. And for children, of course, they 
are a less cumbersome kind of snow legging. 

Best selling colors this winter have been black, num- 
ber one, followed by red, muted olive green and 


bright blue. 
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This “Fairy Form” mannequin—22 
inches tall and filling a counter 
space of only five square inches— 
is modeling miniature tights. Both 
available from Shoe Form Co., 
maker of Fairy Forms. 
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by LYSIA HARIVEL 
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Left: “Hiverna,” three gaiter 
styles, designed for after- 
noon shoes, of leather lined 
in felt, by Charles Jourdan. 











Above: “Girandolles,” green 

velvet evening shoe, “spatu- 

late” toe, with a new pearl 

ornament mounted on ny- 
lon, by Laure. 


Elegance Theme 


un French Styles 


HE ULTRA-SHORT HEMLINES have had a strong 
influence on French shoe styling, just as they have 
had on American shoe fashions. The “leggy” look is 
accentuated by slender, elongated vamps with low-cut throats. 
Heels—20/8 to 24/8 in height—have been placed slightly 
forward under the foot to give a more slender line and a 
better balance to the foot. Light flexible constructions add 
further elegance to the new shoes. The very light weight 
pump in glossy leathers or fine kidskin or calf has been 
brought back in a wide range of delicate colors, some in the 
transparent, aniline leathers: bronze, glacier blue, oyster shell 
and a number of greens including ivy, moss, eucalyptus, leat 
and olive. 
Evening pumps are still lighter in weight. Heels are as 
high as 26/8 and 28/8, very slim and preferred in metal; 
straight Cuban or curved Louis XV. Vamp ornamentation 





is very fine, often hand-worked—embroideries, fine bead 
(CONTINUED ON PAGE 61) 


Above: Faille pump 
in a combination of 
lime and white, em- 
broidered in  rhine- 
stones; straight heel, 
square -toed “mando- 
line” last, by Roger 
Vivier for Dior. 


Left: “Bovary,” moss 
green kid pump, ta- 
pered vamp, 24/8 heel, 
by Charles Jourdan. 


Right: “Chantilly,” 
white calf boot on 
12/8 heel by Capobi- 


anco. 
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Year of Frustration.... 


SENTIMENT 

The story began in January 1958 
with the talk of recession. Through- 
out the country signs of slackening 
activity in capital goods became a 
recession conversation piece for all 
business. Very few manufacturers or 
distributors of soft goods were able 
to avoid the compulsion to talk, think 
and even act as though a tide of eco- 
nomic catastrophe were imminent. 

At the very time that business was 
listening intently for signals of re- 
cession, a clear and positive call to 


realistic optimism was being uttered. 
In the annual review issue of the 
Boot anp SHOE REcorpER the follow- 
prediction was made: “Expansion of 
the national income, stimulation of 
output, maintenance of purchasing 
power are certain to be emphasized 
in 1958 as the objectives of national 
policy. . . . So-called adjustments or 
recessions in the postwar era have 
demonstrated that purchasing power 
for soft goods is not proportionately 
affected by the dips in durables or 
capital goods. Consumer income rests 


SHOE PRODUCTION 
AND 


on a wider base than ever before, 
with props and supports a permanent 
part of the economic scene.” 

The prediction that soft goods and 
hard goods trends would not be paral- 
lel was fulfilled in 1958. Retail sales 
figures again demonstrated the lesson 
of two prior postwar adjustments. 
Declining activity in capital goods 
had almost no effect on the level of 
consumer demand for non-durables. 
In fact, gross volume in soft goods 
showed a highly disconcerting ten- 
dency to run ahead of expectations. 


ECONOMIC INDICATORS- 1958 
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Deferred Opportunity Again 


In 1958 the shoe industry ran the gamut of experience. Statistics 
played second fiddle to psychology; facts were subordinate to a 
traditional hodge-podge of fear and fancy. This is the history of 
a frustrated year which ended on a note of predicted climax. 


Retail sales persisted in staying up, 
in spite of psychological commitment 
to recession, curtailed trade, inven- 
tories and less than vigorous mer- 
chandising. 

What was responsible for the wide 
gap between trade thinking and the 
real market potential, for trade fail- 
ure to grasp the opportunity for soft 
goods in 1958? The shoe industry 
was not the victim of excesses re- 
quiring correction and adjustment. 
On the contrary, during 1957 shoe 
output and sales had been held closely 


in line. A considerable degree of 
caution had prevented accumulation 
cf inventories and the industry en- 
tered 1958 on a genuinely sound foot- 
ing. 

The chief part of the responsibility 
must be lodged directly against tra- 
ditional and outmoded thinking. Shoe 
producers and distributors were not 
alone in this affliction. Other non- 
durable goods industries also failed 
to realize the economic lessons of the 
postwar era, and thereby failed to 
lead from strength instead of weak- 
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ness. In view of the predictable 
maintenance of total purchasing 
power, a sag in hard goods was no 
longer the signal for general economic 
retreat. Shoes or automobiles were 
no longer the infallible barometers 
of the business climate. A decline in 
demand for consumer durables, for 
the big ticket items, could actually 
foster and support broader demand 
from soft goods. 

Within a few months it became ap- 
parent that traditional fears were un- 
founded, that 1958 was adhering to 


TRENDS 
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GROWTH IN SHOE PRODUCTION 


POPULATION 
MILLIONS 


1957 1960 


POPULATION 
PROJECTIONS 


7 


1965 1970 


# POPULATION INCREASE U.S. DEPARTMENT OF COMMERCE ESTIMATE. 


the pattern of business adjustments 
in 1949 and 1954. 


showed up in monthly trade totals, 


The evidence 


in favorable retail comparisons which 
chalked up pluses, weather and eco- 
nomic indexes notwithstanding. In 
many quarters it was found surpris- 
ing and even shocking that consum- 
ers refused to read the financial omens 
and continued to want merchandise. 
Seven more months had to pass be- 
fore shoe manufacturers and retailers 
would acknowledge to themselves that 
fears held at the beginning of the 
year were both exaggerated and un- 
founded. 

What were the consequences of the 


and 


cally for the shoe business? During 


recession, actually psychologi- 
the first nine months of 1958. con- 
sumption outstripped production: con- 
sumer demand ran far ahead of trade 
buying, planning and promotion. Re- 
tail sales in that period stayed at par 
with the previous year. Cumulative 
production sagged by five per cent 
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until September, and inventories all 
along the line were reduced. Caution 
and hand-to-mouth operation was the 
order of the day in almost every 
branch of the industry. 

Caution as such can never be con- 
demned. Excessive and unjustified 
caution can be criticized because it 
In the face 


of persistently favorable consumer de- 


means opportunity lost. 


mand, trade caution undoubtedly re- 
stricted the promotional energy the 
industry should have demonstrated in 
navigating a tide of rising demand 
for soft goods. It may be true that 


delay and hesitation in replacing 
stocks were reflected in brighter stock- 


Who 


how much volume and profit were lost 


sales ratios. knows, however, 
from lack of merchandise in depth 
at the right time! With no outstand- 
ing effort, operating against a back- 
ground of restraint and apprehension, 
the industry sold more than 600 mil- 
lion pairs. Is it inconceivable thal 


ageressive and energetic selling, based 


BASED ON POPULATION PROJECTIONS * 


SHOE PRODUCTION 
MILLION PAIRS 





on confidence and merited optimism, 
might have increased the industry’s 
dollar volume substantially? 

A change came in October. Trade 
sentiment, thinking and action turned 
violently. As always, such changes 
ere inevitable and hardly ever develop 
slowly; industry thinking makes its 
about-face in unison! By October it 
was suddenly realized that consum- 
ers had been buying shoes, that stocks 
were reduced, that an early Easter 
that costs were 
rising and supplies were not abun- 
dant. Within a few weeks the atmos- 
phere of the industry shifted more 
violently than in many years. Under- 
buying gave way to a rush for cover- 
age. Requirements suddenly became 
pressing; deliveries were discovered 
to be a problem. Manufacturers’ or- 
ders zoomed, and they in turn ad- 
dressed themselves to suppliers for 
equivalent amounts of needed mate- 
rial. 

It is needless to point out that no 


was in the offing, 
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fundamental change occurred in the 
underlying factors evident all through 
the year. Consumer demand in the 
fourth quarter was favorable, but con- 
sumption had been favorable since the 
beginning of the year. What hap- 
pened in the closing months of the 
year can only be described as belated 
recognition of pertinent facts, recog- 
nition accompanied by such marked 
change in sentiment as to trigger a 
classic buying movement of large pro- 
portions, 


STATISTICS 
As late as September 1958, the tally 


of output for the year showed a con- 
siderable drop. From the statistical 
record alone it was difficult to foresee 
any significant narrowing of the gap 
from the production record of the 
preceding year. Yet, fourth quarter 
output spurted sharply enough to re- 
duce pairage loss considerably and 
leave the year as a whole with less 
than a two per cent decline. It is 
probable that when the final statisti- 
cal stragglers are rounded up, the 
1958 production will prove to be 
the second highest on record. 
Once again, men’s shoe output bore 
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the brunt of unfavorable comparison. 
Production of women’s shoes was 
slightly greater than a year ago: 
misses’ and children’s volume was ap- 
preciably lower, while other cate- 
gories showed modest changes. De- 
tails of the production story are sec- 
ondary to the salient fact that with 
all the foreboding and uncertainty 
in the industry, physical volume for 
shoe factories came 
equalling 1957. 

On the consumption side the story 


very close to 


is considerably different. Without fan- 
fare or visible excitement, the indus- 
try crossed the much heralded 600 
million mark, because a conservative 
compilation of retail sales indicates 
total pairage of at least that quantity. 
4 small fractional loss in per capita 
with the 1958 
pairs per cap- 
It will never 


consumption did occur 
ratio dropping to 3.45 
ita from 3.49 in 1957. 
be known whether this minor change 
was attributable mainly to general 
economic circumstances or to the ul- 
tra-cautious trade policies which were 
reflected all too frequently by inade- 
quate stocks and sizes and by lack 
ex- 


of promotional zeal. Practical 


perience seems to indicate that the 
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latter factors were responsible be- 
cause whenever fresh, desirable mod- 
els and patterns were available and 
intensively promoted, sales ran ahead 
of the industry average. 

Several features of the 1958 con- 
sumption level are worth noting. 
First, consumer demand was ponder- 
ably greater than the statistical rec- 
ord discloses. Shoe imports hit a 
new peak in 1958 with the total tenta- 
tively estimated at 20,000,000 pairs. 
Regardless trade 
opinion on the issue presented by ris- 


of differences in 


ing imports, the added volume is a 
iurther measure of the true market 
potential for shoes in the U. S. 

A second consideration is both ob- 
vious and remarkable. If 3.45 pairs 
per capita is the worst that can hap- 
pen to shoe consumption in the most 
severe postwar recession, then this in- 
dustry has truly minimized its 
strength and ignored its potentialities. 

Finally, men’s and juvenile shoe 
consumption remained a paradox for 
a modern industry in a modern world. 
No one would have predicted ten or 
twenty years ago that per capita con- 


sumption of men’s shoes would be 
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only 1.69 pairs in 1958. Despite the 
emergence of great style variety, the 
presentation of new types of shoes 
for men on a scale never before wit- 
nessed, the average man consumes 
less shoes than ever. If average con- 
sumption could be increased by only 
a fraction of a pair, the results for 
the entire industry would be aston- 
ishing. 


PROSPECTS 


A year ago the opinion was offered, 
in the counterpart of this review, that 
1958 would be a year of opportunity. 
In retrospect it seems apparent that 
the opportunity was deferred. It has 
not been diminished. 

The physical facts are more strik- 
ing than ever before. Population 
growth has given the industry a mar- 
ket of 176 million consumers. Per- 
sonal income, barely dented in the 
past year, has begun to grow again 
with every likelihood of new peaks in 
1959. An increasing proportion of 
income is slowly but surely being di- 
rected to more soft goods, thereby 
redressing the unbalance of the past 
decade. The proportion as well as the 
number of adult consumers has begun 
to grow rapidly as the population 
wave which started twenty years ago 
moves forward. 

Against these physical conditions. 
expansion of shoe volume is predict- 
able and certain. Production in 1959 
will have to exceed 600 million pairs 
merely to match the present level of 
consumption. Growth of that char- 
acter, however, will not lift shoes 
from the consumption pattern of re- 
cent years or increase by one iota the 
percentage of consumer income di- 
rected to footwear. 

There is another growth dimension 
foreseeable in the shoe industry, 
growth beyond the arithmetic of pop- 
ulation gain. The past year, and the 
past ten years, have demonstrated the 
profound and irrevocable change in 
American life. A rising living stand- 
ard has created a dominant middle 
class market, a market now outweigh- 
ing the former extremes of top and 
bottom. In the vast middle class mar- 
ket, replacement and utility are no 
longer the primary forces influencing 
demand. A society which moves be- 

yond the subsistence level, as the 


36 


U. S. has done, is no longer gov- 
erned by replacement in the acquisi- 
tion of soft goods such as apparel 
or shoes. It demands and is respon- 
sive to the appeals of comfort, lux- 
ury, fashion, change and diversity. 
Obsolescence becomes a necessity; it 
is the vital symbol of vigorous change 
and enlarged personal satisfactions. 

The shoe industry, it need hardly 
be said, has not shown progress to 
match the inherent possibilities of 
consumer purchasing power, living 
standards or aspirations. These views 
are certainly not novel. At every in- 
dustry gathering the ratio of shoe 
volume to national disposable income 
is deplored. Whatever panaceas are 
projected always seem to founder 
in the competitive complexities of a 
complex business. 

Where rhetoric has failed, business 
common-sense appears to be finding 
positive solutions for the individual 
producer or distributors. One of these 


has taken shape during the past year. 
It is the concept of joint or concerted 
promotion on specific, pinpointed 
themes. The logic is simple and pow- 
erful. In order to make a dent in 
consumer awareness, a single theme 
at a_ given incomparably 
stronger than dozens of conflicting ap- 
peals. 

Joint promotions by significant seg- 
ments of the industry, promotions 
dominated by a single theme, can have 
a massive impact on consumers. This 
concept has been tested, it is proven. 
Latent demand can be stimulated, 
sparked and triggered by the cumula- 
tive effect of simultaneous promotion 
across the nation, or in given areas 
and communities. Utilizing down-to- 
earth promotional themes does not 
call for commitment to vast industry 
programs. It rests primarily upon in- 
dividual grasp of good business pol- 
icy and readiness by a manufactur- 

(CONTINUED ON PAGE 60) 
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The Kicking Barrel 


Modern shoe stores don’t have kicking barrels in the back room but perhaps 
some up to date form of relief could be provided for hard pressed shoemen. 


USTOMER indecision is the 

salesman’s bugaboo—the car- 

toonist’s delight. Exhibit A of 
the time-waster is the exasperated 
young lady who appeared during the 
rush of pre-Easter selling. It was in 
the late 1930’s. She collapsed in a 
chair and wearily complained, “I’ve 
been in here four times already and in 
four other stores four times too and 


AA, A,B,C,D,E,EE, and EEE. Although 
few stores stocked any one style 
across the board, the range was in- 
clusive enough to make fitting a 
precise art. 

I once kept a sort of actuarial chart 
Lased on the sizes required by 10,000 
feminine customers. Sixteen plus per 
cent wore 614B. A 5AAA occurred 
only once in 210 units. In buying a 
136 pair lot of a single style the 
necessity for piling up heart sizes 
precluded the inclusion of diminutives. 


Frac ‘ 
“€ Basing my guess on a trend observ- 


The Latexed Rabbit 


somewhere I saw a pair | like but 
for the life of me I can’t remember 
where it was.” By a conservative 
estimate this woman had consumed 
at least ten shoemen hours. It cost 
the managements approximately $15 
to get a pair of $10 shoes on this 
woman’s feet — assuming that she 
finally did buy a pair some place. 
As buyer and manager of six de- 
partments in a busy department store, 
my talks to the salesmen often stressed 
the effect of ill fitting shoes on a 
woman’s facial expression. This made 
a good sales point when adroitly 
used, but one day it almost backfired. 
The husband of a woman who was 
being fitted slapped his knee and 
laughed heartily at one of the sales- 
man’s remarks. The wife’s started look 
clearly showed that she did not at 
first share her husband’s mirth. 
Finally she too burst into laughter. 
Later I asked Sam what he’d said 
that tickled the couple so much. 
“Nothing funny that I know of,” 
said Sam. “I just said, ‘Lady, these 
shoes will improve your face a lot.’” 
Much of today’s fitting would have 
been considered sloppy years ago. 
Much grief is avoided in casual shoes 
by omitting half sizes and limiting the 
width range to narrow, medium, and 


wide, instead of AAAAA,AAAA,AAA,- 
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able as far back as 1936 I’d estimate 
today’s heart sizes as centering about 
744B or 8A. There is no doubt but 
that the newer generations have a 
much more healthy conception of the 
relation between shoe size and foot 
health. 

Another guess—that there is less 
difference regionally in the predomi- 
nance of size requirements than in 
those early years. In Chicago at the 
time of my study, the heart sizes were 
longer and narrower than in New 
York for instance, where the vast 
numbers of foreign born had shorter, 
broader feet. Some manufacturers 
found it profitable to peddle women’s 
shoes in Mexico—for the men to wear. 

During the days when Henry Ford 
was making millions by restricting his 
entire output to a single car model. 
he advised a shoe manufacturer to 
confine his production to the most 
wanted size in the most wanted style. 
The manufacturer followed that advice 
partially. He built only the heart 
sizes and his style range for men was 
composed of one style only. This 
factory has been out of business for 
many years. 

Today the samples carried by shoe 
salesmen on the road are in the larger 
more salable sizes than the 4B’s of a 
few years ago. Two salesmen would 
split the lot between them—one taking 
the right shoes and the other the 


by SLOAN CULVER and 
JEAN JAMISON BOETTIGER 


Sloan Culver began his activities in the 
shoe business in 1909 as stock boy in his 
family’s store at Eau Claire, Wisconsin. He 
is at present vice president of H. L. Culver 
& Sons in that city. 

Jean Jamison Boettiger is associate edi- 
tor of Park Maintenance Magazine. 


lefts. At the end of the season the 
pairs were reunited, and it was 
customary for me to buy up large 
lots of them, sometimes as many as 
800 pairs. With these we threw a 
“sample sale” for the benefit of the 
4B feet on our list, and their owners 
were notified of the event by post 
card. There were no duplicates in the 
hundreds of styles, yet some customers 
complained of finding nothing they 


liked. 





The Galloping Kangaroo 


There is no more disheartening 
spectacle to a shoeman than an alterca- 
tion between two women at a self- 
serve shoe sale when each of them 
contends that her possession of one 
shoe of a pair entitles her to both of 
them. Usually the possessor of the 
right shoe gets the pair, but I’ve 
known each woman to pay for her 
half and take the one shoe home with 
her rather than yield to her adversary. 
One may learn much about women in 
the shoe business. 

A pre-Christmas cleanup of bedroom 
slippers always brings out the bargain- 
gift hounds. Some of them are peren- 
nials. One incident—the Queen Mary 
who muttered as her purchase was 

(CONTINUED ON PAGE 52) 
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A guide to leading Trade Associations, the trade events they sponsor and their 
dates, where available. This year’s directory is larger than that of 1958, listing 
94 different associations. It was compiled by Bernice Decker, Recorder Chicago 
Correspondent, and is as complete as available information can make it. 


ASSOCIATION OFFICERS 1959 EVENTS 


STITCHDOWN SHOE MANUFACTURERS ASSOCIATION, 295 
Madi Avenue, New York, N. Y. 





MANUFACTURERS 


NATIONAL SHOE MANUFACTURERS ASSOCIATION, 
Madison Avenue, New York 17, New York 
Pres., Joseph S. Stern, Sr. 11th Factory Mgmt. Conf. 
Exec. V.P., Merrill A. Watson Jan. 31-Feb. 3, Cincinnati, 


342 


Treas., Robert C. Erb Ohio 

Secy., G. B. Allbritton Marketing Research Institute 
for Sales Mgmt., April 
14-17, N.Y.C. 


Accounting and Office Mgmt. 
Clinic, May 21-22, Statler- 
Hilton Hotel, N.Y.C. 

Merchandising Clinic, Aug. 
6-7, Statler-Hilton Hotel, 
N.Y.C. 

National Shoe Oct. 
25-29, Chicago 


ASSOCIATED SHOE MEN OF NEW YORK, 43-05 Tenth Street, 
Long Island City, New York 

Pres., Charles Koplin 

Treas., Kenneth Holmes 

Secy., Arnold Schaefer 


Fair, 


AUBURN SHOE MANUFACTURERS ASSOCIATION, I! Turner | 


Street, Auburn, Maine 
Pres., Arthur Shapiro 
V.P., Robert Adams 
Secy.-Treas., Julius E. Muller 


GUILD OF BETTER SHOE MANUFACTURERS, INC., c/o Jerro 
Bros., 40 W. 27th St., New York, New York 
Pres. & Treas., John Jerro Seasonal showings members’ 
V.P., Al Bogutz showrooms 
Secy., Jack Zuckerman 


NATIONAL ASSOCIATION OF SLIPPER AND PLAYSHOE 





Pres., Morris Wittlin 
V.P., Jack Rosen 
Secy.-Treas., Harold Werman 


THE RUBBER MANUFACTURERS ASSOCIATION, 444 Madison 
Avenue, New York 22, N. Y. 

Pres., Ross R. Ormsby 

V.P., W. J. Sears 

Treas., C. W. Halligan 

Secy., George Flint 


WHOLESALERS 
ASSOCIATION OF FOOTWEAR DISTRIBUTORS, P. O. Box 813, 


Brattleboro, Vermont 

(National Association of Wholesale Shoe Firms) 
Pres., George Mason To be announced. 
V.P., Sam Sale 
V.P., Otto Von der Hoff 
Treas., Nat Rosenberg 
Secy., Arthur B. Ries 


NEW YORK SHOE WHOLESALERS, 291 Broadway, New York 7, 
| N.Y 





MANUFACTURERS, INC., 295 Madison Ave., New York, N. Y. 


Pres., Philip Sobel shoe 
V.P., Robert J. Friedman 
Treas., Louis Lestz 


Secy., Paul Russo 


Participate in major 


shows 


NEW ENGLAND SHOE AND LEATHER ASSOCIATION, 210 


Lincoln Street, Boston 11, Mass. 


Pres., Wallace J. McGrath Advance Fall Market Week, 


Exec. V.P., Maxwell Field Mar. 30-April 3 
Secy., Edward L. Davis Advance Spring Market 
Week, Sept. 26-Oct. |, 
Boston 
Popular Price Shoe Show, 
May 3-7 
Popular Price Shoe Show, 
Nov. 28-Dec. 3, New York 
ST. LOUIS SHOE MANUFACTURERS ASSOCIATION, 1221 
Locust Street, St. Louis 3, Mo. 
Pres., Norfleet H. Rand St. Louis Shoe Show, 13th 


Treas., Harry Benningson 


Fall Showing, April 12-15, 
Exec. Secy., Arthur H. Gale 


Statler, Lennox, Sheraton- 
Jefferson Hotels, Merchan- 
dise Mart Bldg. 





SHOE MANUFACTURERS BOARD OF TRADE OF NEW YORK, | 


INC., 350 Fifth Avenue, New York I, N. Y. 
Pres., Merwin Zuckerman 
Exec. V.P., Marie Norton 
V.P., Robert Cardone 
Treas., Jacob Zuckerman 
Secy., Patsy J. Marino 
Chair., John L. Jerro 
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Spring and Fall Shoe Shows, 
member show rooms 


Pres., Jacob M. Brandvein 

Treas., Joseph Goldstein 

Secy., Lewis Handel 

Exec. Secy. & Counsel, Irving 
Weinstein 


PHILADELPHIA SHOE ASSOCIATES, 70 N. 4th Street, Phila- 
delphia 6, Pa. 
Pres., John Burns 
V.P., Herman Cohn 
Treas., Philip R. Chapman 
Secy., Jay Meltzer 


ST. LOUIS SHOE WHOLESALERS, 
St. Louis, Missouri 

Pres., Mitchell Gralnick 

V.P., Leo Goldstein 

Treas., Bernard Landau 

Corr. Secy., Al. Perlstein 

Rec. Secy., Herman Green 


RETAILERS 


NATIONAL SHOE RETAILERS ASSOCIATION, 274 Madison 
Avenue, New York 16, N. Y. 


Pres., Lloyd Nordstrom 


Meets each third Tuesday. 


1315 Washington Avenue, 


To be announced. 


Fall and Winter 1959 Style 


Treas., David S. Hirschler Conf., Feb. 18, Hotel 
Ist V.P., Louis Leibson Plaza, N.Y.C. 
Exec. V.P., Edward J. McDonald Spring and Summer 1960 


Secy., Thelma C. Hennessey Style Conf., Aug. 3, 1959, 
N.Y.C 


National Shoe Fair, October 
25-29, Chicago. 


| NATIONAL ASSOCIATION SHOE CHAIN STORES, 51 E. 42nd 


Street, New York 17, N. Y. 
Pres., William M. Blackie 
Exec. V.P., Edward Atkins 


Popular Price Shoe Show of 
America, May 3-7, Nov. 
28-Dec. 3, Hotels New 
Yorker, Sheraton-McAlpin, 
New York Trade Show 
Bldg., N.Y.C. 


GREATER BUFFALO SHOE RETAILER ASSOCIATION, 65 Grant 

Street, Buffalo, N. Y. 
Pres., Francis Hall 
V.P., Wyatt Johnson 
Treas., Benj. Etkin 
Secy., Oliver F. LaReau 


Cooperates Syracuse Shoe 
Show, January. 
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Shoe Trade Directory ... 


DETROIT RETAIL SHOE DEALERS ASSOCIATION, 1567 Broad- 
way, Detroit 26, Michigan 

Pres., B. Stoddart 

Secy., Sam Plotler 


EMPIRE STATE FOOTWEAR ASSOCIATION, INC., 24 Ridge- 

view Drive, East Rochester, N. Y. 

(Cooperative sal and retailers) 
Pres., John Quinlan Shoe Show, Jan. 18-20, Hotel 
Treas., Edward Fox 
Secy., Rollin Tuttle 





| 
| 
| 


Onondaga, Syracuse, N.Y. | 
| NATIONAL SHOE 


INDIANA SHOE RETAILERS ASSOCIATION, 808 State Life | 


Building, Indianapolis 4, Indiana 
Pres., Harvey Eckelman 
V.P., Richard Zehner 
Treas., M. Grace Crone 
Managing Director, James C. 
Lucas 


Cooperates in two 
shows of Indiana 
Travelers Assn. 


shoe | 
Shoe | 


SHOE BUYERS, INC., Essex Falls, New Jersey 
(Formerly N. J. Shoe Buying Assn.) 
Pres., Clarence B. Weil 
V.P., Daniel Rosen 
V.P., Daniel Mack 
Secy., J. Mastro 


Shoe buying cooperative. 
Meets every other Wednes- 
day night at Newark, 
N. J. 


TRAVELERS 


TRAVELERS’ ASSOCIATION, 
St. Paul, St. Paul 2, Minnesota 
Pres., Neil Shepard 
V.P., George Hansen 
Sec.-Treas., Joe Morelli 


INC., Hotel 


49th Annual Convention, Ho- 
tel Hamilton, Oct. 22-23, 
Chicago 


ASSOCIATED SHOE TRAVELERS, INC., OF BALTIMORE, 3902 


| Hilton Road, Baltimore, Maryland 


KANKAKEE SHOE RETAILERS ASSOCIATION, 213 East Court | 


Street, Kankakee, Illinois 
Pres., Duff Fortier 
Secy., H. W. Brandt 


Show 


Annual Spring Shoe Fashion | 


MICHIGAN SHOE —™ ASSOCIATION, c/o Burr's Shoe | 


Store, Bir 


Pres., H. Burr 
Secy., George Leathers 





May 


MILWAUKEE SHOE RETAILERS ASSOCIATION, c/o 
Horton, 430 W. Wisconsin Ave., Milwaukee, Wisconsin 
Pres., Fred C. Horton 
V.P., Stan Sajdak 
Secy.-Treas., Ted Kuecker 


PENNSYLVANIA CHAIN STORE COUNCIL, 808 Liberty Trust | 


Bldg., Broad & Arch St., Phila. 7, Pa. 


Pres., E. P. Dimm 
Managing Director, Loyal D. 
Odhner 


burgh, Pa. 
Spring Meeting, 
phia, Pa. 
June Meeting, 
Springs, Pa. 


Michigan Annual Shoe Fair, | 


Fred 


Pres., Edward Sherman 
Treas., Harry Pumpian 
Secy., Phil Fine 


BOOT AND SHOE TRAVELERS ASSOCIATION OF NEW YORK, 

INC., Rm. 537-47 W. 34th St., New York, N. Y. 
Pres., Myron B. Wolf Market Weeks, 
Ist V.P., Harry Rhodes December 
2nd V.P., Edward J. McCann Golf Outing, Mid July 
Treas., Herbert Spahn Annual Dinner Meeting, De- 
Exec. Secy., Chas. Havranck cember 
Asst. Secy., Joseph H. Schmitt 


May and 


BOSTON SHOE TRAVELERS ASSOCIATION, 79 Virginia Road, 


| Quincy 69, Massachusetts 


Annual Meeting, Nov., Pitts- | 


Shoe Shows, May 17-20 and 
November, Parker House, 
Boston 


Pres., Alfred R. Prudhomme 
Secy.-Treas., A. Philip Richards 


CENTRAL STATES SHOE TRAVELERS, Box 8185 Plaza Station, 


| Kansas City, Mo. 


Philadel- | 
Bedford | 


PEORIA SHOE RETAILERS ASSOCIATION, 340 Fulton Street, | 
| EMPIRE STATE FOOTWEAR ASSOCIATION, INC., 24 Ridge- 


Peoria, Illinois 


Pres., John Moser 
V.P., George Hirth 
Secy., James S. Crawford 


Cooperates Industry Promo- 
tions, Dollar Days, Down- 
town Days, and other 
downtown events. 


PHILADELPHIA RETAIL SHOE MERCHANTS ASSOCIATION 
Pres., Stanley C. Berger 
V.P., Myron Kaplan 
Secy.-Treas., Benjamin L. Finn 


ROME SHOE DEALERS ASSOCIATION, Chamber of Commerce 
Bldg., 424 Broad St., Rome, Georgia 
Pres., C. C. Poplin 
Secy., Ray Lee tional events. 
ASSOCIATED SHOE RETAILERS OF SOUTHERN CALIFORNIA, 
5215! W. Adams, Los Angeles 16, Calif. 
Pres., Lester Silverstein 
Treas., Manny Berkowitz 
Secy., Alan Sitzman 


Group buying organization. 


Heart of America Shoe 
Shows, May and Novem- 
ber, Muehlebach and 
Phillips Hotels, Kansas 
City. 


Pres., Ed Worley 
V.P., Leo Failoni 
Secy.-Treas., Clarence A. West 


view Drive, East Rochester, New York 


| (Cooperative salesmen and retailers) 


Cooperates industry promo- | 


Shoe Show, Jan. 18-20, Hotel 


Pres., John Quinlan 
Onondaga, Syracuse, N. Y. 


Treas., Edward Fox 
Secy., Rollin Tuttle 


INDIANA SHOE TRAVELERS’ ASSOCIATION, 121 E. 5ist Street, 
Indianapolis, Indiana 
Pres., Gene E. Tovey 
V.P., Jack R. Boyd 
Secy.-Treas., E. C. Smeltzer 


Shoe Shows, May and No- 


vember, Indianapolis. 


IOWA SHOE TRAVELERS' ASSOCIATION, INC., 740 Des Moines 


| Building, Des Moines, lowa 


TUCSON SHOE RETAILERS ASSOCIATION, 34 East Conaress, | 
Detroit 26, Michigan 


Tucson, Arizona 
Pres., Oscar Montano 
V.P., David Hirsh 
Secy., Bill Wright 


SHOES ASSOCIATED, Rm. 5104, 350 Fifth Avenue, New York |, | 
| MIDDLE ATLANTIC SHOE TRAVELERS' ASSOCIATION, Lands- 


New York 
Pres., Richard Hofheimer 
V.P., Lloyd Nordstrom 
Treas., J. Birney Crum 
Secy., Harry Fontius 
Exec. V.P., Dorothea B. Warren 


Provides fashion research 
and reporting and other 


member stores. 
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services for leading retail | 


Shoe Shows, May 2-4 and 
Nov. 7-9, Fort Des Moines 
Hotel. 


Pres., Robert Daniels 

ist V.P., Carl Dunmire 

2nd V.P., Russell Moore 
Secy.-Treas., Warren F. Crandall 
Exec.-Secy., Wm. M. Carner 


MICHIGAN SHOE TRAVELERS' CLUB, Statler-Hilton Hotel, 


Shoe Shows, Jan. 25-27, May 
10-12, July 12-14, Sept. 
13-15, Nov. 1-3, Statler- 
Hilton Hotel, Detroit. 


Pres., Curtis W. Johns 
Treas., John Selby 
Secy., Ashley B. Adams, Jr. 


ville Road, Doylestown, R.D. 2, Pa. 
Pres., Jack Weisman 
Ist V.P., Eugene Sackett 
2nd V.P., Ted Lee 
Secy.-Treas., Joseph Bannack 


Fall Shoe Show, May, Spring 
Shoe Show, November, 
Benjamin Franklin Hotel, 
Phila. 
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MIDWEST SHOE TRAVELERS’ ASSOCIATION, 410 Morrison 
Hotel, Chicago 2, Illinois 

Pres., Wm. F. Stamm Shoe Shows, Feb. 8-11, May 
V.P., B. R. Davis 3-6, Aug. 9-12, late No- 
Secy.-Treas., George E. Hansen vember, Hotel Morrison. 


MID-CONTINENT SHOE TRAVELERS ASSOCIATION, Biltmore 
Hotel, Oklahoma City, Okla. 
Pres., Tom Blake 


Treas., Mrs. Norman Thompson 
Secy.-Mgr., E. J. Eichkorn 


MOUNTAIN STATES SHOE TRAVELERS ASSOCIATION, Albany 
Hotel, Denver 2, Colorado 
Pres., Frank Phillips 
Ist V.P., Sam J. Stone 
Treas., D. D. Lindley 
Exec.-Secy., R. E. Schuster 
NORTHWEST SHOE TRAVELERS, INC., 285! Glenhurst Avenue, 
Minneapolis 16, Minn. 
Pres., Russell C. Madlener 
Secy., Paul D. Cook 


Shoe Shows, May 17-18, 
Nov. 15-16, Biltmore Hotel. 


Market Week, November. 


Shoe Shows, April 25-28 and 
Oct. 31-Nov. 3, St. Paul 
Hotel, St. Paul, Minn. 


OHIO SHOE TRAVELERS CLUB, 12 North Third Street, Columbus 
15, Ohio 

Pres., William C. Short Shoe Shows, December and 
V.P., Ray Brooks May 3, 4, 5, Deshler-Hil- 
Secy.-Treas., A. T. Maniace ton Hotel, Columbus 


PACIFIC NORTHWEST SHOE TRAVELERS, Rm. 311, New Wash- 
ington Hotel, Seattle |, Washington 
Pres., Norman O'Neal 
Board Chair., Dick Bitzer 
Ist V.P., Harry E. McDonald 
2nd V.P., Ray Reid 
Secy.-Treas., Miss Aileen McGuinn 


PENNSYLVANIA SHOE TRAVELERS ASSOCIATION, INC., 945 
Flemington Street, Pittsburgh 17, Pa. 
Pres., Frank G. Mirra Shoe Shows, Feb. 8-11, May 
Board Chair., Milton Lewinter 16-19, Nov. 14-17, Hotel 
V.P., Sumner Goodwin Penn-Sheraton, Pittsburgh. 
Exec. Secy.-Treas., Joseph Harris 


SOUTHWESTERN SHOE TRAVELERS, 
Guarantee Building, Atlanta 3, Georgia 
Pres., Max Orenstein Shoe Shows, May 3-6 and 
V.P., Ted Mosley Nov. 8-11, Atlanta. 
Secy., Edward Bomar 
Treas., Ernie Miller 


Exec. Secy., Mrs. Ruth Whatley 


SOUTHWESTERN SHOE TRAVELERS’ ASSOCIATION, Suite 709- 
10, Hotel Adolphus, Dallas 2, Texas 
Pres., W. W. (Woodie) Pugh 
V.P., Robert T. Atkinson 
Treas., J. P. (Pick) Boyd 
Secy.-Mgr., Paul B. Schroeder 
WEST COAST SHOE TRAVELERS’ ASSOCIATES, INC., Alexandria 
Hotel, 319 W. 5th St., Los Angeles 13, Calif. 
Pres., Warren G. Hickey Shoe Shows, May 17-20 and 


Fall Shoe Fair, May 1-3. 
Spring Shoe Fair, Oct. 31- 
Nov. 3. 


INC., 


1108 Mortgage 


Shoe Shows, May 10-13 and 
Nov. 15-18, Dallas. 


Ist V.P., Ed Pankau November 8-!1, Los An- 
2nd V.P., Harry F. Glassman geles 
Exec. Secy.-Treas., Dave Klinesmith 
LEATHER AND ALLIED TRADES 
TANNERS' COUNCIL OF AMERICA, INC., Suite 1002, 411 


Fifth Avenue, New York 16, N. Y. 
Pres., Ralph H. Ewe 
Treas., Carl F. Good 
Exec., V.P., Irving R. Glass 
Secy., Leif C. Kronen 


Semi-Annual Leather Show, 
Feb. 17-18, Waldorf-As- 
toria Hotel, New York. 

Annual Spring Meeting, Mar. 
23-24, Palm Beach Bilt- 
more, Palm Beach, Fla. 

Semi-Annual Leather Show, 
Aug. 4-5, Waldorf-Astoria. 

Annual Business Meeting, 
Oct. 21-23, Edgewater 
Beach Hotel, Chicago. 





"FOUNDATION OF THE RESEARCH LABORATORY OF THE 
TANNERS' COUNCIL OF AMERICA, Suite 1002, 411 Fifth 
Avenue, New York 16, N. Y. 

Pres., David B. Eisendrath 

Treas., George B. Bernheim 

Secy., Leif C. Kronen 


LEATHER INDUSTRIES OF AMERICA, Suite 
Avenue, New York 16, N. Y. 

Pres., H. Sherman Howes, Jr. 

Treas., Thomas S. Keirnan 

Secy., Irving R. Glass 

Director, Melvin Salzman 


NEW ENGLAND SHOE AND LEATHER ASSOCIATION, 210 
Lincoln Street, Boston 11, Massachusetts 
Pres., Wallace J. McGrath Advance Fall Market Week, 
Exec. V.P., Maxwell Field Mar. 30-April 3. 
Secy., Edward L. Davis. Advance Spring Market 
Week, Sept. 26-Oct. |, 
Boston. 
Popular Price Shoe Show, 
May 3-7. 
Popular Price Shoe Show, 
Nov. 28-Dec. 3, New York. 


AMERICAN LEATHER CHEMISTS ASSOCIATION, Campus 
Station, Cincinnati 21, Ohio 
Secy.-Treas., Dr. Fred O'Flaherty Annual Meeting, June 14-17, 
Grand Hotel, Mackinac 
Island, Mich. 


CUTTING DIE INSTITUTE, 1643 National Bank Building, Detroit 
26, Michigan 
Exec. Mgr., M. R. Liles 


1003, 411 Fifth 


Semi-Annual Meeting, — 
March. 
Annual Meeting—October. 


DRY COLOR MANUFACTURERS ASSOCIATION, 55 W. 42nd 
Street, New York 36, N. Y. 
Secy.-Treas., Clyde D. Mallott 


KID LEATHER GUILD, 1270 Broadway, New York |, N. Y. 
Director, Charlene Osgood 


NATIONAL ASSOCIATION OF IMPORTERS AND EXPORTERS 
OF HIDES AND SKINS, 154 Nassau St., New York 38, N. Y. 


Pres., Richard Eichenberg 
Exec. Secy., Henry Wirth 


NATIONAL HIDE ASSOCIATION, 130 North Wells Street, Chi- 
cago 6, Illinois 
Exec. Director, John K. Minnoch 


TEXTILE CHEMICAL MANUFACTURERS ASSOCIATION, INC., 
c/o John McChesney, Jr., 2722 N. Hancock Street, Philadelphia 
33, Pa. 

Pres., John M. Jester, Jr. 

V.P., Joseph Evans 

Secy.-Treas., John McChesney, Jr. 


TANNERS PRODUCTION CLUB OF WISCONSIN, 
Commerce Street, Milwaukee |, Wisconsin 
Pres., William Hammell Annual Symposium on Tan- 
V.P., Alex Kahn ning, January 17, Milwau- 
Secy., Ben Grota, Jr. kee. 


DELAWARE VALLEY TANNERS CLUB, 706 Avondale 
Philadelphia 18, Pa. 

Pres., Walter W. Hutcheson, Jr. 

V.P., H. Y. Miller 

Secy.-Treas., E. M. Filachione 


ALLIED PRODUCTS 


ALLIED PRODUCTS SHOW, INC., P.O. Box 33, Lansdowne, Pa. 
Pres. & Treas., Clarence R. Heyde Fall and Winter Allied Shoe 
V.P., Marguerite R. Heyde Products and Style Ex- 
Secy., Shirley L. Gropp hibit, Feb. 14-17, New 

York Trade Show Bldg.; 
Spring and Summer Ex- 
hibit, Aug. 1-4, New York 
Trade Show Bldg., New 
York. 


1776 N. 


Road, 
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EASTERN HEEL MFR'S. ASSOCIATION, 3 Washington Square, 
Haverhill, Massachusetts 

Pres., Ned L. Brody 

Treas., David Giesser 

Secy., Richard Goldbaum 


LAST MANUFACTURERS ASSOCIATION, Rm. 842, 80 Federal 
Street, Boston 10, Massachusetts 
Pres., Everett H. Kenerson 


Annual Meeting, Jan., New 
Secy.-Treas., Carl S. Whittier 


York City. 


NATIONAL ASSOCIATION OF GLUE MANUFACTURERS, INC., 
55 West 42nd Street, New York 36, N. Y. 

Pres., Henry E. Tyler 

V.P., Wesley Howard 

Secy.-Treas., Clyde D. Marlatt 


NATIONAL SHOE BOARD CONFERENCE, 
Street, Boston 9, Massachusetts 

Pres., Robert P. Fuller 

Secy.-Treas., Theodore M. Alfred 


INC., 10 State 


NATIONAL SHOE FABRICS ASSOCIATION, 60 South Street, 

Boston, Massachusetts 
Pres., Gilbert Freeman 
V.P., Charles Rockmore 
Treas., Arthur Burns 
Secy., Joseph Settino 


Trade Shows, Feb. 15-18 and 
August 2-5, Hotel Lexing- 
ton, New York. 


RUBBER HEEL & SOLE INSTITUTE, P. O. Box 384, New Bruns- 
wick, New Jersey 

Pres., E. Colman Beebe 

V.P., William Harty 

Treas., M. J. Bernstein 

Secy., Robert A. Winters 


SHOE PATTERN MANUFACTURERS ASSOCIATION, 26! 
Franklin Street, Boston 10, Massachusetts 
Pres., Stuart F. Jeans Annual Meeting, Feb. 16, 
V.P., Lawrence J. Ewing, Jr. Belmont Plaza Hotel, New 
Secy.-Treas., John Preble 
Exec. Director, Richard S. Guild 


SHOE SERVICE INSTITUTE OF AMERICA, 222 W. Adams Street, 
Chicago 6, Illinois (Trade Assn. for Shoe Repair Industry) 
Pres., Eli E. Kaplan Annual Convention, July, 
V.P., John S. Ferber Miami Beach, Florida. 
Rec. Secy., George B. Kettman Annual Shoe Serviceman's 
Treas., Stephen A. Schultz Days, November. 
Exec. V.P., Everett E. Dies 


— FABRICS INSTITUTE, 65 East 55th Street, New York 22, 


Pres., Fred L. Ford 

Ist V.P., C. Gordon Jeliffe 
2nd V.P., Paul Howard 
Exec. Secy., Paul F. Johnson 


Members participate in shoe 
and other industry trade 
shows. 


WESTERN WOOD HEEL MANUFACTURERS ASSOCIATION, 
261 Franklin Street, Boston 10, Mass. 
Pres., Victor B. Crandall Meets quarterly at time of 
V.P., L. B. Austing various trade shows. 
Treas., John M. Delaney 
Exec. Director, Lucius F. Foster 


SUPERINTENDENTS AND FOREMEN 


NEW ENGLAND SHOE FOREMEN AND SUPERINTENDENTS’ 
ASSOCIATION, 183 Essex Street, Boston I1, Mass. 


Pres., A. L. Maiellano Annual Banquet, January 17, 
Treas., Henry E. Meirs Statler-Hilton Hotel, Bos- 
Rec. Secy., Harry Kimball ton. 


PENNSYLVANIA SUPERINTENDENTS’ AND FOREMEN'S ASSO- 
CIATION, P. O. Box 732, Wilkes-Barre, Pa. 


Pres., Joseph Janus 
Treas., Sam Naparsteck 
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SHOE EXECUTIVES ASSOCIATION OF SOUTHERN CALI- 
FORNIA, 4337 Mammoth Ave., Sherman Oaks, California (For 
foremen, supts., and vendors) 
Pres., Leo Milchen 
Ist V.P., Pete Peters 
Treas., Edward Trautman 
Corr. Secy., Victor Solomon 


SUPERINTENDENTS’ AND FOREMEN'S ASSOCIATION OF 
GREATER NEW YORK AND VICINITY, Cornish Arms Hotel, 
311 West 23rd Street, New York II, N. Y. 
Pres., Jack Feldstein 45th Annual Banquet, Nov. 
Treas., J. Schneider 22, Hotel Commodore, 
Secy., Joseph Welsh New York. 


GENERAL 


NATIONAL SHOE INSTITUTE, 50 Rockefeller Plaza, New York, 
N. Y. (Sponsored by National Shoe Mfrs. Association, National 
Shoe Retailers Association, National Association of Shoe Chain 
Stores, New England Shoe and Leather Assn.) 
Chairman, Bd. of Trustees, Continuing Industry Promo- 
Gilbert Hahn tion and Public Relations 
Vice Chairman, Harold B. Gessner Program. 
Liaison Officer, Maxwell Field 


BALTIMORE SHOE CLUB, 2 and 4 West Lombard Street, Balti- 
more |, Maryland (Mfrs., wholesalers, retailers, travelers) 

Pres., David Trager 

V.P., Sam Dickes 

Treas., W. Milton Volk 

Secy., Sam Abrahams 


BOSTON BOOT AND SHOE CLUB, 210 Lincoln Street, Boston II, 
Massachusetts (Social, business org. of shoe and leather trades) 
Pres., C. Russell Cavanagh Dinner Meeting, Mar. 18, 
Treas., Charles Slosberg Statler-Hilton, Bost on; 
Secy., Maxwell Field Sports Night, April 15; 
Christmas Party, Decem- 


ber. 


CENTRAL PENNSYLVANIA SHOE AND LEATHER ASSOCIA- 
TION, Box 6, Ephrata, Pennsylvania (For good will and social 
relations, shoe manufacturers and suppliers) 

Pres., Harry Mason Meetings June and Novem- 

Ist V.P., L. Chase Kepner ber. 

2nd V.P., Robert Fleming 

Secy.-Treas., Paul B. Good 


INDEPENDENT SHOEMEN, 10 High Street, Boston 10, Massa- 
chusetts 

Pres., James M. Rick 

Treas., Francis Ryan 

Secy., Jack DeWitt 

Exec. Director, Frank T. Underhill 


210 ASSOCIATES, INC., 210 Lincoln Street, Boston I!, Massa- 
chusetts (National philanthropic foundation of shoe, leather and 
allied trades) 
Pres., Albert D. Aronson 
Treas., George Shapiro 
Secy., Milton Goldberg 
Exec. V.P., Frederick Bloom 


LEATHER AND ALLIED TRADES ASSOCIATES, 744 N. 4th 
Street, Milwaukee 3, Wisconsin (Social, benevolent and educa- 
tional organization) 
Pres., Charles Loughery 
Secy.-Treas., Edward Wenzel 


General meeting every 3rd 
Thursday. 


Annual Meeting time of Na- 
tional Shoe Fair, Chicago. 


Annual Banquet, May 5, 
Waldorf-Astoria Hotel 
New York. 


Annual Dinner, about April 
1; Golf Outing, Ozaukee 
Country Club, Mid June. 


ST. LOUIS DISTRICT SHOE TRADES ASSOCIATION, 1602 
Locust Street, St. Louis 3, Missouri (Social org. of shoe and 
allied trades) 
Pres., Paul E. Johansen 
Treas., Robert P. Eberlein 
Secy., Dwight W. Coultas 


SOUTHEASTERN SHOE TRADES ASSOCIATION, [5th Floor, 


Life & Casualty Tower, Nashville, Tennessee (Primarily social org.) 
Annual Outing, May. 


Annual Outing, Norwood 
Hilis Country Club, June. 


Pres., Horace Beaven 
Treas., L. D. Scott 
Secy., Merrill Stone (Continued on page 61!) 
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Big Snow Results in 
Shoe Bonanza at St. Louis 


ST. LOUIS retailers are looking 
back on a December that was quite 
active in all categories. They are also 
remembering “The Day” with wide 
grins. On “The Day,” the city woke 
up to its first measurable snowfall 
and to a school holiday. The combin- 
ation resulted in the “biggest day in 
the history of the store” for almost 
every outlet. 

Early morning S.O.S. signals went 
out for extra sales people as soon 
as store owners and managers real- 
ized they would be rushed. Heaviest 
volume was done in neighborhood 
stores, with mothers and children 
ducking in the closest shoe store 
door, whether or not it was their 
regular shopping place. 

Top selling item was of course 
both rubber and plastic stormwear 
for men, women and children. But 
children’s basics ran protective foot- 
wear a close second. A warm No- 
vember allowed many children to 
wear their worn-out and thin-soled 
pairs without danger of catching 
cold. With the first snow, replace- 
ments were absolute musts for 
health’s sake. 

Sales of gift slippers showed good 
volume this year, well up over last 
year’s business. Dealers feel that 
they received the benefit of slump- 
deferred buying in slippers. 

Cold December weather shifted 
men’s buying interest to heavy welts 
and brogues in oxfords, with sales of 
lightweight patterns confined to 
black dress casuals and dark-brown 
moc-front slip-ons. Although soft 
deerskin slippers that look like shoes 
sold well for one downtown men’s 
store, less costly slipper-sox in all 
variations and sole-thicknesses out- 
sold opera types. 

Women’s holiday footwear started 
off slowly in December, then picked 
up considerably by the middle of the 
month. Jeweled trimmed silk or bro- 
cade pumps, in black and dyeable 
fabrics, were favored over opened 
up suedes. Some vinylite, alone or in 
combination with suede, sold in the 
popular price bracket. Women here 
are still buying the black smooth 
calf pointed toe pumps on 23/8 heels 
—just as they have been doing since 
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late August. Closed pumps of black 
suede are at a standstill now, but 
dealers feel that remaining inven- 
tories will move at scheduled Jan- 
uary clearances. 

Most shoes were kept at regular 
prices up to Christmas, with only a 
few special sellings noted. One sub- 
urban dealer hung tiny Christmas 
discount cards, along with slippers, 
from the branches of the large 
weathered wood tree which high- 
lights his store entrance window. 
Customers who spent $10 or more 
during his anniversary week were 
entitled to pull off a card from the 
Money Tree and to take the discount, 
10 to 70 per cent, which the card 
indicated. The Pick Your Own Dis- 
count event was reported successful 
in encouraging early gift-footwear 
selections. 


Chicago Retailers Radiate 

Optimism for 1959 Selling 

THE 1959 Chicago retail outlook 
is far more optimistic than it was 
a year ago. Practically all retailers 
in this area have enjoyed substan- 
tial fall volume. The business re- 
covery which in Chicago began last 
spring accelerated for the remain- 
der of the year. Pre-Christmas sell- 
ing was not record breaking, but 
it was good. The slipper business 








ROBLEE. 


the open-collgr feeling in leather 











SURE-FOOTED COMFORT 


Roblee’s rugged grain casual 
with a genuine ripple® sole 


Just the thing for campus or casual wear. Come in today 
and see for yourself what a comfortable, well-constructed 


| 14.95 


@ TAN @ BLACK 


yf Imperial 


SHOE STORE 
onal at Dowrd 


to 8:30 P.M, 
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had a comeback compared with a 
year ago. Dress shoe sales were up 
considerably. 

Dealers go into the pre-spring 
selling season with inventories in 
excellent condition. Fall stocks have 
been well reduced. In fact, their 
chief problem is possible shortages 
and delays in deliveries. The hope 
is that the early Easter will be a 
boon in several ways. 

The March 29 Easter date should 
stimulate the early selling of 
spring shoes, particularly the tra- 
ditional patents, and the traditional 
blues, and fringe shades. This 
should be followed by a good sell- 
ing period for neutral shades such 
as bone, and the possibility of a 
better white season. The selection 
of colors is expected to help for 
multiple sales and more opportu- 
nity to promote the shoe wardrobe 
theme. 

Most of December was devoted 
to slipper promotions. The promo- 
tions then shifted to patent and 
early spring types right after 
Christmas. The traditional January 
clearance sales are being held as 
usual, however, most retailers plan 
not to let price selling dominate 
their promotions. There will be a 
good percentage of advertising 
space devoted to advance spring 
types. Cruise and southern type 
shoes are also getting some empha- 
sis and good response. 

The possibility of price increases 
poses problems and heightens com- 
petition. Improved personal ser- 
vice to customers will be provided 
in many stores. There will be a 
greater variety of credit plans of- 
fered. 


Xmas Shoe Ads, Promotions 
Help Fill Baltimore Stores 
FOR the Christmas buying sea- 

son, a number of Baltimore shoe re- 

tailers featured slippers and other 
accessories in their advertising—and 
with some good results. 

The promotion of these gift sug- 
gestions brought holiday customers 
into stores throughout the metropoli- 
tan area and that’s what the shoe 
men wanted. 

Shoppers gift-buying for men 
bought a lot of standard soft leather 

(CONTINUED ON FOLLOWING PAGE) 
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slippers with shearling-lined and 
crepe soled models claiming their 
share of the sales. When it came to 
gifts for women, mules and fur-lined 
moccasins sold well. The manager of 
a downtown salon said he had been 
pleased to see what he called an “all- 
over” shearling slipper coming back. 
He said it sold well this Christmas 
in pastels of half-dozen shades. 

Retailers with the foresight to 
stock slippers in the same models for 
father and son and big and little 
sister claimed some sales that might 
have gone to another store. Any 
number of shoppers, after buying a 
pair for an older person asked if the 
same slipper was available for a 10- 
year-old. 

In the Baltimore area there was 
no discernible spurt in sales when 
the Christmas buying started. Busi- 
ness did pick up, though, and sales 
were steady, if not record-breaking. 
The shoe buyer for one of the city’s 
oldest haberdashers said, “Our sales 
have been on a par with last year’s 
and probably just as good as for any 
Christmas in the last several years.” 

He and other businessmen whose 
firms have branches in suburban 
areas said sales in their neighbor- 
hood stores had been better this year 
than in their larger downtown shops. 


Volume Up Despite 
Strike at New York 


SHOE retailers at New York re- 
port that business has been good. 
This is an achievement in the face 
of the newspaper deliverers’ strike 
that crippled retail selling through- 
out the city. Traffic in stores was 
affected considerably but improved 
as the shopping days before the holi- 
days dwindled. 

Shoes for gift-giving are never 
the top item of holiday selling but 
slippers generally get a fair share. 
This was true of the past season. 
Retailers expect to show some good 
figures for the final quarter of 1958. 
They expect to go ahead anywhere 
from five to ten per cent and better 
over the same period last year. 

Merchants did not or would not 
pinpoint any particular pattern, 
style, color or leather that was sell- 
ing. They indicated they were sell- 
ing a bit of everything including 
black suedes and colored silky suedes. 


we 


There was good action in gala eve- 
ning dress up shoes. Some of the 
acceleration stemmed from luster 
leathers for after five o’clock. This 
was a great surprise, for no one ex- 
pected lusters to do so well. These 
luster leathers included white and 
off white, pearly pink, rose, opales- 
cent greens, blues, sapphires. The 
gem colors were the most popular. 
Now that holiday selling is over, 
many shoe stores are planning their 
January clearance sales. This will 
clear out the broken sizes, make 
room for the new shoes on order, 
and bring the inventory up to date. 
For the most part, shoe retailers in 
New York start the new year in 
good shape. They are optimistic, too, 
about the prospects for shoe selling 
in 1959. They expect it to be consis- 
tently good in all departments: 
men’s, women’s and children’s shoes. 


Cold and Snow Impel 
Detroiters to Buy Boots 


ONE of the coldest Decembers on 
record, accompanied by a generous 
snowfall, boomed sales of galoshes 
and snow boots in the Detroit area. 
A number of retailers, running spe- 
cials on snow boots, all but “cleaned 
out” their stock. 

However, a preoccupation with 
protection for out-of-doors didn’t 
seem to deter buying in the regular 
shoe departments. Most retailers ex- 
perienced a very good December. 
Sales in the children’s departments 
were particularly active due to pur- 
chases of dress shoes for Christmas. 

Selling best in the girls and misses 
lines were dress flats in black smooth 
leathers or suede. T-strap styles were 
in second place. In the little girl 
sizes, black patent was in the lead. 
Boys were still buying black oxfords, 
mostly in 2 or 3-eyelet styles, for 
dress. 

Dressy styles for women sold very 
well for holiday wear. Himelhoch’s 
shoe salon promoted “color excite- 
ment after dark,” showing a collec- 
tion of DeLiso Deb pumps in painted 
kid, jeweled velveteen, and embroid- 
ered peau de soie. One store reports 
a great deal of success with a black 
silk faille opera pump. And black 
patent made an early showing in 
a hi-heel, tapered toe pump with 
marquisette rhinestone buckle. Many 


a store window displayed satin pumps 
in red, green, royal blue, pastels, 
and prints. 

As always, slipper sales accounted 
for a good portion of the shoe sales 
in December. A large percentage of 
stores report slipper sales equal to, 
or ahead of, December a year ago. 

For women, corduroy slippers in 
various colors, black velvet trimmed 
in gold, and fleece-lined pastel leath- 
ers, sold best. Fur-cuffed felt or 
leather slippers were popular for 
youngsters. And the favorites for 
men were shearling-lined leather 
operas and “ankle-high’”’ styles. 


Boston °58 Volume 
Hovers Near °57 Total 


BOSTON’S retail shoe stores and 
shoe departments are ending the 
year with mixed results. As of mid- 
December, some reported gains of 
two to six per cent. Others conceded 
losses of about the same size. 

Pre-Christmas business was en- 
couraging, not only in seasonal mer- 
chandise but in shoes, as well. In the 
former category were slippers, ho- 
siery and handbags, also cold weather 
footwear such as overshoes and 
shearling-lined leather boots. In the 
latter were pretty much everything 
from women’s high-style shoes for 
formal wear, through cruise shoes 
and casuals to walking pumps and 
sturdy oxfords. 

For formal, or resort, wear, the 
Charles Sumner store on Newbury 
Street, offered a square-throated calf 
leather pump in a range of colors 
resembling an advance spring or even 
summer showing. Included were 
orange, bone, white, grapefruit, cal- 
ico blue, pink and green. Although 
the throat was square, the toe was 
almost a double needle. 

The three Boston stores of Kays- 
Newport, and also the firm’s store 
in the Northshore Shopping Center 
at Peabody, Mass., promoted two 
pumps, one T-strap pattern and one 
slingback, in silver and gold kid, in 
silk, transparent vinyl and satin in 
another wide range of colors, plus 
dyeable whites. These carried high 
and mid-heels. 

In the city’s downtown section, 
the Guild House offered a selection 
of five cruise shoes—all pump pat- 
terns—in calf, kid, heather fabric 
and silk. Leather colors included 
bone, sky violet, geranium and green. 
The silk shoe came in white only and 
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was dyeable. The heather fabric was 
in soft shades of beige, also in black 
and in white. 

Figures on October department 
store sales in the Boston district, re- 
leased in mid-December by the Bos- 
ton Federal Reserve Bank, indicate 
that the sales peak for the year may 
have been reached in that month. 
Children’s shoe sales were up 12 per 
cent; women’s, 13 per cent; men’s 
and boys’, up 20 per cent. 

Looking at the year ahead, Philip 
B. Bayes, president of the Solby 
Bayes Company, with store at 45 
Winter Street, predicted that busi- 
ness will be better than in 1958 but 
only in those stores the executives 
of which have planned wisely and 
have adequate stocks on hand with 
which to go into the spring season. 
It isn’t safe, he said, to wait and see 
how things open up before starting 
to build up your inventory. 

He took occasion, also, to combat 
two theories: that shoes do not sell 
well during the Christmas buying 
weeks; and that suburban and shop- 
ping center stores are showing sales 
gains considerably larger than those 
in the hearts of the cities. 

“Retailers,” he said, “are finding 
that December is a good shoe sell- 
ing month. There are three reasons 
for this: Christmas Club checks pro- 
vide ready cash; many women re- 
ceive cash as presents and, third, the 
onset of cold weather in itself creates 
a demand for winter types.” 

Aiming at the second target, city 
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versus suburban stores, he com- 
mented: 

“About once a month we see fig- 
ures showing that percentage gains 
posted by suburban stores are larger 
than those reported by city outlets. 
In evaluating these figures remem- 
ber that many of these out-of-the- 
city stores have been in business for 
only a short time. Therefore, a gain 
of comparatively few pairs repre- 
sents a larger precentage gain than 
is the case in established city stores 
where pairage is much higher. The 
trend to the suburbs, about which we 
are hearing so much, is not quite so 
marked as many people believe.” 


Exotic Evening Shoes 
Sell Briskly at Miami 


Evening shoes have gone exotic 
this season, and Miami merchants 
are doing a brisk business in femi- 
nine types that feature beads, se- 
quins and sparkles. One style being 
shown on the Miami market is a 
red satin pump with the high vamp 
of a boot cut out and traced with 
sequins. 

Merchants in this area are show- 
ing shoes decorated with beaded 
flowers and rhinestones, and day- 
time shoes have a dressy look to 
match this season’s dressy styles in 
high fashion; some are even lined 
with gold kid. 
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the squared-off vamp, newest look in town... 
shown here in d’armay’s black, 
high-heeled beauty, accented with 
a pleated bow. patent or suede 22.95 
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An interesting styling contrast is achieved with the squared-off 
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vamp in a very 


exaggerated needle toe pump. The decorative bow adds to the squared look and 
the slim heel complements the narrow toe. May Company, Los Angeles (4 cols). 
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Shoe sales are definitely on the 
upswing in this section, with eve- 
ning shoes topping the list. 

One of Miami’s leading shoe 
stores, reports a decided increase in 
formal dyed-to-match shoes in ham- 
mered satin, plain satin and silks, 
with predominating colors in shades 
of blue, green, and white still a 
fashion first for holiday wear. 

Feminine feet step forward this 
season in metallic colors, with the 
sale of silver slippers leading over 
gold for evening in this southern- 
most section of Florida. 

Buying is good in plastics, both 
plain and in combinations of black, 
blue and pink, according to a report 
from one leading shoe store in 
Miami, but at this time of the year 
black in patent and calf, and darker 
shades, continues to dominate the 
selling picture. According to cash 
register records, red seems to be 
better this year than last, and all 
pearlized leathers—in blue, red and 
green—continue in popularity. 

Miami shoe salesmen find the 
pump still selling strong, along with 
taper-toed shoes. One store, just 
entering an extensive TV promo- 
tional campaign for the first time, 
reports a terrific response. 

One moderately priced shop spe- 
cializing in women’s shoes points out 
a run on royal blue and red suedes, 
probably because so many dresses 
lean towards these brilliant shades 
this year. Medium heels are still 
tops—more so, than high, pencil- 
slim ones. Beach stores find pastels 
popular, and Dior blue a favorite this 
year, as it was last. 


Los Angeles Shoemen Hold 


Volume as Slump Lingers 

THERE hasn’t been any upsurge 
in business locally, in spite of news- 
paper reports of an upward swing, 
but retailers are holding their own. 
Most retailers interviewed agreed 
that dollar volume is just about what 
it was last month; neither up nor 
down. 

No question but that weather has 
made it difficult for retailers to get 
the ladies thinking about fall and 
winter styles. Hot, dry, beautiful 
sunny weather continued almost un- 
til Christmas. Daytime temperatures 

(CONTINUED ON PAGE 60) 
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Los Angeles 


Ix some years of reporting on the local shoe scene there 
has never been so confusing a picture to try to analyze. 
One manufacturer will say wistfully that he doesn’t know 
where his next cutting-order is coming from, while the 
next one interviewed will boom that he is 15 per cent 
over his cutting of this time last year. 

It is certain that the predicted boom hasn’t shown up 
at Los Angeles. On the other hand, Christmas selling in 
all lines was good and left a lot of open shelves that need 
restocking. In addition, inventories of basic, non-holiday 
merchandise such as women’s dress and fashion shoes were 
low at the beginning of the season. Many producers are 
in hopes that these requirements will soon cause a buying 
spree. 

The winter so far has seen temperatures hovering around 
the 80 degree mark and up. As this is written the women 
are still wearing summer cottons and they have no need 
for formal footcoverings except for evening wear. 

What this means in terms of actual sales, and therefore 
re-orders, is that while the woman shopper doesn’t really 
need winter shoes and is not in a mood to buy, she is also 
not in a mood to buy more summer casuals either. She 
wants to wait until spring for those. So she makes her 
old pairage do, possibly with a repair or two at the 
cobbler’s. 

Aggressive manufacturers with good lines have plenty 
of cutting on hand and are working regular shifts. It’s 
just that the extra volume that means high profits isn’t 
there, although all well established houses are keeping 
their heads above water. It could also possibly mean that 
many of the fringe operators, the ones who have a less- 
than-perfect grasp of the business and were only getting 
by because of boom times and unrestrained buying, are 
finding their shortcomings catching up with them. 


Chicago 


THE outlook for 1959 throughout the Chicago segment 
of the shoe industry is healthy and optimistic. Compared 
with a year ago, factories are booked solid and many are 
hard pressed to meet demands on deliveries. The early 
Easter means that all orders of consequence are now on 
the production line. The pressure for deliveries is creating 
problems. A number of delivery dates have been length- 
ened on both regular lines and specialty items. 

Retailers who waited a bit too long to order their initial 
requirements have done some scrambling. Some major 
retailers are hurrying to order specialty and spot items 
to be used to fill in for possible shortages in pre-Easter 
stocks. Most retailers seem satisfied that their inventories 
will carry them until the week before Easter. But Easter 
and the weeks after Easter are worrying many. 

The most foreboding 1959 problem is increased prices, 
and it is a problem that will grow instead of diiminishing. 
It has spurred orders in all price brackets. It has given 
unusually heavy activity to men’s lines. New price in- 
creases are announced every day, ranging from three to 
five per cent. Although some manufacturers are taking 
orders at current prices, they offer no assurance that 
re-orders can be made at the same rate. Rising costs of 
materials rather than labor are blamed for most of these 
increases. 

Despite the price increases, pairage sales are expected 
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to increase and show a sharp gain for the first half of the 
year. Advance orders at this point are well ahead of a 
year ago. The natural growth potential within the industry 
is also expected to help. The growth will be concentrated 
particularly in teen-age types, children’s shoes, women’s 
casuals, and in improved conditions in men’s lines due to 
accelerated acceptance of light weight men’s styles. 


New England 


As December neared its end, New England shoe manu- 
facturers were having little difficulty in getting orders. 
The big problem was to find enough leather to fill the 
orders on hand or in prospect. This applied particularly 
to calf and kip. Not only were supplies low and prices 
high but tanners, in turn, found themselves faced with a 
shortage of hides. Even the more optimistic trade observ- 
ers could see little prospect of anything other than a 
continuance of short supplies and firm prices for the 
remainder of the spring run. 

Also in prospect were negotiations designed to lead to 
new contracts with the unions. As of mid-December, no 
one was willing even to guess what effect the new agree- 
ments might have on shoe costs. 

Men’s shoe manufacturers, last to feel the buying bulge, 
were encouraged by consistent orders for the lighter weight 
shoes. It is theorized now that retailers, at least those in 
the northern half of the country, can benefit by persuading 
male customers to buy these shoes as extra pairs, using 
their heavier welts for business wear and the newer types 
for semi-formal wear after business hours. This, they feel, 
should not interfere with the sale of soft casuals. 

Reports from key, high-style retailers indicate accep- 
tance of the new, vibrant colors in women’s shoes. De- 
signed for volume sale after Easter, these colors were 
being tested out in retail stores as early as the second 
week in December. Included in the showings were greens, 
violets, bright blues, oranges and two or three different 
shades of red. Black patent will be the best seller through 
the Easter period, it is generally agreed. After that, it is 
expected that the newer colors will come into their own. 


St. Louis 


THIs conversation comes from the Midwest. The time: 
one day recently. The place: an airplane heading for St. 
Louis. The characters: a leather man and the sales man- 
ager for a women’s style house here. Said the leather man, 
making conversation, “Selling many shoes now?” An- 
swered the shoe producer, “No, not selling them, allocating 
them!” 

Although this drama may represent a slight exaggera- 
tion on the part of the shoe man, it certainly reflects the 
feeling in St. Louis’ manufacturing circles at present. 

All producers feel that the spring season appears to be 
“too good to be true.” Volume of business is running 
many percentage points over last year. Of course, it will 
be recalled, at this time last year the air was thick with 
recession talk and dealers across the nation were wary. 
At present the air to shoemen is bright, clear, and ex- 
tremely cheerful. 

For children’s manufacturers things are particularly 
bright. The early Easter has forced retailers to push up 
their ordering schedules to insure delivery dates. Knowing 
that many little girls’ Easter pairs won’t be sold at all 

(CONTINUED ON PAGE 48) 
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mackey «x starr 


sponsors the binny-d’orsay 

a new peep-toe pump... 

the vamp excitingly treated with 
lance-point facade, smart nailheads 


and cut-outs. 24/8 heel 


in hubschman’s calf 
#345 red rose, #3308 bone 


and other hubschman fashion colours. 


... by mackey-starr shoes 


brooklyn 31, new york 


e. hubschman & sons, inc., philadelphia 23 


fashion office: empire state building, n.y. 1 
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unless they are moved prior to the end of March, dealers 
are requesting delivery well in advance of the peak weeks 
of the selling season. 

Talk of increased prices as yet unannounced for spring 
have spurred some dealers into heavier ordering than they 
would ordinarily place, children’s producers feel. Black 
patent dominates the little girl’s picture by a wide margin. 
Unexpectedly good response has come through on red 
patent for both little girls and for pre-teens. Vanilla Ice, 
manufacturing spokesmen indicate, is not taking hold to 
the degree anticipated, running as little as two per cent 
of the field for one major house. The widely-touted neu- 
tral, it is felt, is in direct conflict with long-established 
supremacy of white. For another children’s manufacturer, 
three patterns in Vanilla Ice, however, have been ordered 
widely for more than a few areas, and the color. as com- 
pared to all colors including black, accounts for five per 
cent or more of the field. 

Heavier than anticipated demands for women’s calfskin 
shoes for spring have played havoc with delivery schedules 
for some manufacturers here. Calf is in short supply now 
and will continue to be for some time. Higher costs of 
leathers and materials are mentioned repeatedly by St. 
Louis producers as a currently important headache. 


New York State 


SHOE manufacturers in New York are rushing to com- 
plete orders scheduled for delivery this month and next. 
Many of them report they are sold out until March and 
any orders that come in now will have to be delivered 
after Easter except for size ups and fill ins. 

Retail shoe selling has been good in most parts of the 
country and this has been reflected in good orders and 
business for the manufacturers. It is expected that figures 
will add up to five and ten per cent ahead of the same 
period last year. 

The emphasis in factories is on style, pattern, heel 
height. and color. Opened up types are popular. new 
versions of spectators. 19/8 and higher or 19/8 and lower 
heels. The colors are popular in this order: black. bone. 
navy and then the others. 

There are many problems facing the manufacturers and 
they are not necessarily all confined to price. Some manu- 
facturers have already moved their prices up and now 
there is every indication that others will follow suit. if 
costs continue to increase. There are bound to be revi- 
sions upward amounting to a dollar of a dollar and fifty 
cents at the retail level on the late spring and summer 
shoes. 

The dilemma that faces top grade high price manufac- 
turers—now that the needle toe is part of practically 
every line—is: should they continue to build their lines 
on the same lasts as the popular priced lines or should 
they invest in something newer and more transitional. 
They feel obliged to give their styles something different. 
such as going back to a modified toe or a slightly rounder 
look. They want an interpretation that will set them apart 
and warrant their top rating. 

There has been a good deal of talk about a transitional 
line and members of the Guild of Better Shoe Manufactur- 
ers have been busy building one that will bridge the gap 
between Easter and the months of April, May and June. 
A transitional line would give the stores something new 
and fresh for post-Easter and beyond. They are planning 
their “Transitional Showing” for the week of January 5 
in their own showrooms. 
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They Like Them in Singles 


THE distinction of having the only exclusive shoe store 
in a town of 2,000 population and the only store of its 
kind in the entire county goes to Evan Liveoak, owner 
of Liveoak’s Shoe Store, Columbia, Ala. 

Yet the lack of competition has not dimmed his enthusi- 
asm for merchandising. 

“We pull them in from a radius of 15 miles with radio 
and newspaper advertising, but once they are in the store 
we have a policy of letting them look around. Rural folks 
like to look over the “bargain tables” which we keep 
loaded 12 months out of the year. We don’t even tie the 
shoes together because for some reason or other the cus- 
tomers like them in singles. 

“But the volume business is done not from the tables 
but from the shelves. We use the tables to pull them in. 
They don’t always find what they want on the tables and 
that is when we start selling from the shelves. We try to 
find out from them just what sort of shoe they are looking 
for and once we have that information, then we can go to 
the shelves and pull out just about what they really want 
—and usually it is a higher priced shoe,” Evan said. 

His store occupies one of the largest buildings in the 
little town of Columbia. The interior walls are pine pan- 
eled and the tables used for specials are streamlined. 
modernistic type tables; not the usual wooden leg type. 

How is this method working out? He says his volume 
is on a par with last year, when many other stores he 
hears about elsewhere are not doing that well. 

Like the chain grocery stores, he keeps a weekly special 
going, merchandising pretty much in the same manner as 
the groceries. He uses streamers in his windows. 

Rural folks, he insists, like to wander around in the store 
before buying. He lets them look and when it appears 
they have just about made up their minds, then they are 
approached. 

Liveoak comes from a leather family. His father and 
brother operate combination shoe repair stores, with em- 
phasis on the repair business. They are located in Childers- 
burg and Sylacauga, Ala. Evan is the only one who majors 
in the shoe business, although he does maintain a repair 
department in the rear. 

His business is all cash and carry. Credit losses a good 
many years ago taught him a lesson, he says. 


Grained Effect on Cordovan 


A crushed grain effect on cordovan leather has been 
achieved by the Horween Leather Company for A. Freed- 
man & Sons, footwear producers at New Bedford, Mass. 
The crushed grain effect makes possible a shoe that has 
the lustre of cordovan with the mellow look and the 
mellow feel of a crushed grain leather. Freedman is plan- 
ning to promote the new feature in Ivy League styling 
such as the five-eyelet plain toe blucher above. 
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Profile: Keeve B. Pass 
(CONTINUED FROM PAGE 24) 


be active in buying and know the 
market; but leave the selection of 
merchandise to his buyers. He knows 
that a good buyer must have courage 
to venture ... to try and test any- 
thing new; that one who waits for 
new fashions or constructions to be 
accepted is often left at the post. 

He loves and lives the shoe busi- 
ness. Thinks the people in it the fin- 
est in any profession and feels that 
any young man can make a success- 
ful career out of shoes if he has the 
patience to learn the business from 
the ground up. He offers this cau- 
tion . . . learn all phases of men’s, 
women’s and children’s shoes even 
if the aim is to concentrate or spe- 
cialize in one field. 

K. Pass is married to a Baltimore 
girl who shares his love for the shoe 
business. They have two children— 
a daughter and a son, David, who is 
following in his father’s footsteps in 
the shoe business. 

... “And it shall come to pass’”’.. 
that K. Pass shall have outside in- 


terests and hobbies to make his life 
full and rich. They shall include 
photography, Boys’ Club work and 
participation in American Humanics 
Foundation. His most important 
hobby ... his prize contribution to 
the arts shall be painting. 

We had to prod and draw him out 
before we could get some of the de- 
tails. Here’s what we finally elic- 


ited: “I have studied painting prac- 
tically all of my life, but have just 
taken water color up seriously in the 
last few years, studying at the At- 
lanta Art Institute night school. I 
have been fortunate enough to show 
in the local shows and, at the present 
time, have two paintings on display 
at the Institute. I also have a num- 
ber of my paintings on display 
around the country in the offices of 


the different shoe men, of which I 
am even more proud. 


“At the present time, I am work- 
ing at the school in transparent inks 
and plastics, studying under a 
twenty-year-old teacher, who I think 
has more talent than anyone in this 
section of the country. Wish you 
could see some of his work. It is 
amazing. 

“The only other thing I could pos- 
sibly add for a side line on my paint- 
ing is I have been doing a number 
of things in the juvenile field, like 
plaques or animals dressed as chil- 
dren, and nursery rhymes. One is 
hanging in a permanent collection in 
the public library of a suburb of 
Atlanta.” 

Recapitulate, if you will, the many 
facets of K. Pass’ responsibilities, 
activities, arts and love for his fel- 
low man and you will realize that 
his is, indeed, a full and enriched 
life. 





The next installment of the series, 
WHAT’S IN A SHOE AND HOW 
TO SELL IT, by William A. Rossi, 
will appear in the issue of January 
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Perforated one-piece leather 
quarter linings . . . built-in 
leather Arch Protector 
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BABIES & INFANTS SHOES 
= ARE 
BUILDERS OF 


860 — White elk, leather 
soles. 

tS 
B,C,D...5%-8. 


870 — Brown, same as 
860. 


2-5... $2.25 


862 — White elk, leather 245 


soles. 
Bee. £..2-5..$23 
B,C,0,E .5%-8. 2.55 


882 — Red, same as 862. ©,0 ...2-5.... $2.25 
£O....2:5...9295 "OO .SRS... 26 


B,C,D..5%-8.. 255 63 _ White, for fat 


872 — Brown. leather ankles, same as 860. 

soles, 2-8, Neolite soles, .» $2.35 
8%-12. Same as 862. 2.55 
©.0,€...2-5 ... $2.38 
B,C,0,E.5%-8 . 2.55 
B,C,D...8%-12. 3.30 


2-5. 
Ce. ae 


STEP MASTER SHOES, 


YOUR FUTURE! 


Complete customer satisfaction is built-in... in 
wear, value, fit and special features! Creating 
this kind of satisfaction with new babies and 
mothers builds customers for years to come! 


UNLINED PERFORATED VAMP 
QUICK-ON® HIGH SHOES 


861 — White elk, velvet finished chrome bend leather 
sec O.. .3-5..., 928200) C8... 4-5 .... 9220 


ING., GREENUP, ILL. 


49 








Baker Reporting 
From Washington 


(CONTINUED FROM PAGE 14) 


in circulation; too few goods (par- 
ticularly if we get price controls, 
thereby driving underpriced goods 
off the shelves). 

Fight to keep your costs down 
more than ever next year. Other- 
wise, the coming inflation will cut 
deeply into your profit margin. 


The government’s long-awaited 
new lending program for small firms 
is finally rolling. It’s the “small 
business investment company” pro- 
gram, and is administered by the 
Small Business Administration. 

Another federal agency, the Se- 
curities and Exchange Commission, 
gets into the act by virtue of its 
power to issue rules governing sales 
of stock by the investment com- 
panies. 

Under the small business invest- 
ment company program, local groups 
of businessmen that want to go into 
the lending business can get $150,- 
000 from Washington if they can 
raise another $150,000 in their own 
localities. With this $300,000 (or 
more), they can proceed to make 
loans to small firms in their locali- 
ties for such purposes as expansion 
of stores, to rebuild inventories, or 
to modernize stores or branches. 

Application forms for licenses to 
operate a small business investment 
company are available at regional 
SBA offices. (Look in your telephone 
book for “Small Business Adminis- 
tration” under the heading “U. S. 
Government.” ) 

SBA has issued a 36-page book 
of rules governing operation of the 
investment companies. You can get 
a copy from your regional SBA office 
or by writing SBA, Washington 25, 
D. C. To get a copy of the stock 
rules issued by the Securities & Ex- 
change Commission, write SEC, 
Washington 25, D. C., and ask for a 
copy of the rules governing small- 
business investment companies. 


The AFL-CIO is pressing anew 
for federal price controls. In a state- 
ment filed with the Senate-House 
Economic Committee, the union asks 
for a new law authorizing the fed- 
eral government to put price con- 
trols into effect by executive deci- 
sion. 
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Whether or not we actually get a 
price-control law next year depends 
largely upon how tough the AFL- 
CIO is in enforcing this demand 
upon the Congress. If it wants price 
controls badly enough, it can easily 
achieve them. The necessary votes 
are all there. Only question: How 
sincere is the AFL-CIO in its de- 
mands? There’s some talk at the 
Capitol that the union chiefs won’t 
push this demand very hard. (They 
want to be able to blame the White 
House for any price rises.) 


Retail merchants, like oil execu- 
tives, should prepare now for some 
new attacks from the political left. 

“The left wing of American poli- 
tics is going to move in on you,” the 
nation’s oil executives were told in 
Chicago recently by Lyle C. Wilson, 
vice president, United Press Inter- 
national and UPI Washington man- 
ager. His remarks were presented 
at the annual meeting of the Ameri- 
can Petroleum Institute. 

Mr. Wilson warned bluntly that 
“all industry” can expect to take a 
beating at the hands of the new 
Congress. Oil can expect to come 
under heavy attack because of what 
he called its failure to do “an effec- 
tive public relations job.” 

“If any of you have public rela- 
tions departments that aren’t an- 
swering to the top man in your com- 
pany, you’ve got the wrong set-up,” 
he warned. Many public relations 
departments look good on paper, but 
fall down in performing the basic 
job—winning friends for the com- 
pany. 

This is easier said than done. Guts 
as well as dollars are required to 
build good relations with the public 
and to defeat those who would de- 
stroy the free enterprise system. 

Many firms are willing to spend 
dollars on public relations programs, 
but wince at the prospect of hard 
slugging. 


Congress is planning to make it 
tougher for businessmen to gar- 
nishee the paychecks of slow-pay or 
no-pay customers. 

Such a law, if enacted in 1959, 
would apply initially only to Wash- 
ington, D. C. But congressmen look- 
ing into the problem say such a law 
can be taken as a model law by other 
cities. 

A House Committee studying laws 


governing garnishes (District of Co- 
lumbia Committee of the House of 
Representatives) says some mer- 
chants have been taking unfair ad- 
vantage of customers. That is, the 
committee says, poor credit risks are 
encouraged to take on excessive debt 
and then these merchants garnishee 
the customer’s wages. 


Farmers won’t play as large a role 
in retail sales in 1959. 

Farm income, which rebounded 
strongly this year, will drop from 5 
to 10 per cent in 1959, U. S. Agri- 
culture Department experts predict. 
This would put net farm income— 
What’s left to spend—back to the 
level of 1957 ($10.8 billion). 

A rise in farm prices of 10 per 
cent in 1958, coupled with only a 5 
per cent boost in costs, and higher 
government payments pushed farm 
income up 20 per cent to $13.1 bil- 
lion. 

The outlook for 1959 is for falling 
farm prices, further increases in 
production costs, and an end to soil 
bank payments. 


New and costlier weapons will 
nudge the nation’s total defense out- 
lays to around $42 billion. Actually, 
military men want much more. 
They’re privately telling congress- 
men they want an annual defense 
budget of around $48 billion. But 
Congress has to weigh the generals’ 
shopping list against the realities of 
federal finances. Congress will not 
insist on a balanced budget this year. 
Senate and House leaders are deter- 
mined to hold down the anticipated 
deficit to what they consider a “rea- 
sonable” figure. Hence the Penta- 
gon’s “want list” will be pruned 
back to around $42 billion, which is 
up by about $1 billion from the cur- 
rent fiscal year and still the biggest 
peacetime defense budget. 





Correction: 

IN the article, Boots for Extra 
Sales, in the issue of December 15, 
two of the boots illustrated were 
wrongly identified. The boot de- 
scribed as a “Girl’s lined boot, soft, 
easy-on-and-off, practical ribbed sole, 
wearable anywhere,” was from Golo; 
and the boot described as a “Wom- 
en’s low ‘Zip Zip’ boot, fleece-lined, 
ribbed crepe sole, available in black, 
red, gray and benedictine,’’ was 
from Sandler of Boston. 


Boot and Shoe Recorder 











Naugatuck PARACRIL OZO 








LEFT: PARACRIL 0Z0 SOLE 
on test pair of shoes worn 
in direct contact with steel 
chips and oil, 5 days a 
week, for a full six months, 
on and off the job. Shows 
substantially less wear than 
standard oil-resistant sole 
at right. 


RIGHT: PARACRIL OZO HEEL 
on the other test shoe is 
still like new, while stand- 
ard oil-resistant heel at left 
is worn smooth and begin- 
ning to crack. 


The oili-resistant, ozone-resistant nitrile rubber 





New PARACRIL* 0Z0—developed by the 
Naugatuck Chemical Division of U.S. Rubber 
is a shoe sole and heel material amazingly 
long-lasting—far superior to all others on 
the market. What's more, they are available 
in bright, permanent colors! 


Compared with one of the toughest mate- 
rials known, new PARACRIL 0ZO heels and 
soles are: 





New sole material outwears others 3 to 


@ 277% more abrasion resistant! 

@ free of flex growth after 25,000 cycles 

@ 5 to |0 times more resistant to fuels and 
oils than existing standard oil-resistant 
shoe soles. 

Find out about PARACRIL 0Z0’s heel, sole, 

and shoe selling advantages NOW! Write 


us for further information. 


Naugatuck Chemical 








January |, 1959 


Division of United States Rubber Company ,,_ 


135P Elm Street 
gatuck, Connecticut 





Rubber Chemicals - Synthetic Rubber - Plastics - Agricultural Chemicals - Reclaimed Rubber - Latices - CANADA: Naugatuck Chemicals Division, Dominion Rubber Co., Ltd., Elmira, Ontarie - CABLE: Rubexport, N.Y. 
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Young People Can Be 
Your Best Customers 
(CONTINUED FROM PAGE 29) 


school and high school classes. It is 
more than probable that there is an 
interchange of ideas between voca- 
tion and avocation which works to 
the interest and advantage of the 
shoe business, dancing classes, pub- 
lic relations, and merchandising 
judgment. 

However, the Cashions do not con- 
fine their business to teenagers alone. 
There is always coffee for the adults, 
and the department for men has a 
four-foot stock island, topped with 
living plants, which screens it from 
the rest of the store. 

Toddlers and children have their 
own part of this store, and this de- 
partment is spacious. The fitting of 
toddlers is done on an elevated plat- 
form, which the children reach by 
way of stairs. Once the fitting job 
is over, however, the child returns to 
the main floor by way of a slide. 
Older children have a choice of a 
small-scale pink leather sofa, or an 
interesting and unusual circular 
sofa, also in pink leather, where 
they may sit for fitting. Most excit- 
ing of all for little ones, though, is 
the four pony merry-go-round in the 
center of the children’s department. 
The merry-go-round can be hand 
propelled by an older brother or sis- 
ter, for the enjoyment and enter- 
tainment of the very small ones; or 
any child who can ride a tricycle 
may have a happy ride with no more 
effort than it takes to pedal his own 
three wheeled vehicle. The ponies on 
this merry-go-round are equipped 
with pedals instead of stirrups. 

The central location of the wo- 
men’s department makes it possible 
for mother to relax and enjoy a cuv 
of coffee (the urn is always hot and 
full), while the teenagers have a cold 
drink and plan the next six pairs of 
shoes they hope for. Or perhaps 
mother selects shoes for herself 
while the little ones enjoy the merry- 
go-round and slide. 

The Cashions are full-time part- 
ners in marriage, business, and as 
parents. Their eleven-year-old son 
and sixteen-year-old daughter both 
play an active role in the shoe busi- 
ness. 

Jack Cashion, Jr. assumes the duty 
of stocking the cold box, and casing 
the empty bottles. J. C. (as his fam- 
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ily affectionately refer to him) con- 
siders himself an expert in other de- 
partments too—such as waxing the 
slide and oiling the merry-go-round. 
Probably most important of all, 
however, he knows the shoe models 
which will be most in demand by 
sixth grade boys and girls. 

Bev Cashion is an expert cashier 
and accessory saleslady on Satur- 
days, and she has the last word on 
the high school view of shoe fashions. 





The Kicking Barrel 
(CONTINUED FROM PAGE 37) 


being wrapped, “I know Molly wears 
an 8 and these are only 3’s. but at 
least she can’t say I didn’t give her 
anything.” Molly needed a 9 when 
her gift came back for exchange. 

An old quip of the shoemen says, 
“I know I wear a 7 and an 8 feels 
more comfortable but give me a 
pair of 6’s.”” Some of the less repu- 
table stores give the customer the 
size she wants with the requested 
size marked in the lining (by the 
salesman). This makes a lot of 
trouble for the honest shoeman. 

Sometimes the measuring stick 
backs up his case. Sometimes it 
doesn’t. Lasts vary, but measuring 
sticks do not nor are they infallible 
as correct size indicators. An ex- 
treme example involved a pair of tall 
jeweled heels purchased in Paris by 
a famous Hollywood actress. She 
ordered a pair of slippers made to 
go with the heels. This could not 
be done because her tiny feet were 
almost the same length as the heel 
height and the tips of her toes would 
barely reach the floor. 

Another traveller returned from 
England with a flock of shoes. She 
brought them to show me the won- 
derful workmanship abroad — and 
at only twice the price of mere 
American shoes. I looked at the lin- 
ings. They carried the union stamp 
of a Massachusetts manufacturer 
who made a special line for export. 
We had much the same style in 
stock, made of higher grade leather 
and superior workmanship, and sold 
at a much lower price. 

During my years of observing 
shoes and women, styles have under- 
gone great changes. Today’s cut- 
away counters, sketchy vamps, and 
complete instep exposure would be 
wholly impractical for feet running 
up mileage on concrete sidewalks. 
Occasionally, newspaper advertising 


shows a style we sold long ago. One 
of the latest resurrections is the 
pointed toe which was responsible 
for much of the foot trouble in the 
World War I decade. 

If the present pointed toe trend 
persists it is bound to bring heavier 
enrollment in schools of chiropody. 
When a style trend runs counter to 
practicality, comfort succumbs. 
That women’s toes should not be 
crammed into compulsory associa- 
tion is self evident, but the poor 
shoeman might as well bay at the 
moon. Try to stuff a potato into the 
tip of a cone and you'll get the point. 
Perhaps the results of this reincar- 
nation will be less disastrous because 
people walk much less and the 
pointed toe is pretty well confined to 
dress footwear. 

In each generation a few indepen- 
dent individuals have preferred com- 
fort to sacrificial compliance with 
the edict of style. They walked and 
worked in “old ladies’ running 
shoes” with broad tips and heels 
wide and low enough to provide sta- 
bility. I’ve often thought that the se- 
renity of their facial expressions off- 
set the aesthetic deficiency of their 
footwear. Many other women were 
actually forced into comfort by the 
abuse their feet had taken in style 
worship. Usually, short fitting com- 
pounded the distortion. 

For comfort and scuff-resistance 
many of the better shoes were made 
of kangaroo leather. Our store all 
but cornered the local market for 
shoes of this leather because of a 
facetious remark. I told our sales- 
people that our shoes were superior 
because our leathers came from a 
special breed known as the galloping 
kangaroo. The exertion required for 
galloping developed greater flexi- 
bility and tensile strength in their 
hides than those of their cousins 
who merely hopped. 

Another facetious remark found 
unbelievable credibility. One of our 
university students was told that 
the softness and fine texture of some 
close-napped suede shoes was 
achieved by a new process of tan- 
ning peach skins. That season we 
had a heavy run on “peach skin 
suede.” Another time a large carry 
over of suede footwear was moved 
in mid-summer by advertising them 
as “Summer Suede.” 

Even metropolitan newspapers fell 
for the tale of the rubber rabbits. 

(CONTINUED ON FAGE 60) 
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I’m fed up with 


I just can’t tear them apart. 


It’s bad enough they keep taking me shopping 
when they buy slippers for the kids instead of 
taking me to the park. That store clerk drives me 
Just yaks and yaks: “Completely machine 
outgrown before they’re outworn... 


mad. 
washable... 


perfect fit ... wonderful styles.” 


And when we get home, I don’t even get my bone 
to chew on anymore. They actually let me play 
with those dog-gone FOAMTREADS. Believe me, 
I try to chew them up. I tear at them. I try to 
pull them apart. What happens? Nothing. Abso- 
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FOAMTREADS 


lutely nothing. I’m wearing my teeth down to 


the gums. 


To make matters worse, they keep buying mor 


FOAMTREADS. Even for the grownups. This 
family sure must love FOAMTREADS. 
As for me, I’m really fed up. You can have 


FOAMTREADS. Just call or write to Joe Stanelli, 


Vice-President in charge of Sales. 


welico 


bac WELLCO SHOE CORPORATION, WAYNESVILLE, 
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BRILLIANT 


New Fireworks in Shoe Fashion 


to Spark Your Spring Sales! 











‘BRILLIANT 


\ FIREWORKS OF SHOE FASHION! 











BRILLIANT LEATHER shoes will mean extra sales this Spring and Summer 


—if you promote them! 
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Leather Industries of America will pre-sell your “hot colored” shoes — and 


give you strong merchandising aids to tie-in to this four-month-long promotion. 





HERE IS THE LINE-UP FOR THE MOST EXTENSIVE SPRING PROMOTION 
IN HISTORY, SPEARHEADED BY LEATHER INDUSTRIES OF AMERICA: 


e February CHARM, full-color two-page spread of dramatic LIA ad. 


e 18 full pages—January, February, March—CHARM Magazine— 
featuring BRILLIANT LEATHER shoes. 


e An LIA publicity campaign which will put BRILLIANT 
LEATHER shoes on the fashion pages of your local newspaper. 


e Sales-compelling Merchandising Kit—created with CHARM 
editors—containing these BRILLIANT LEATHER shoe extras 
for you: blow-ups; reprints of the ads and editorials; 
BRILLIANT LEATHERS swatch card for counter display; 
window and interior display ideas; suggested newspaper ad; 
CHARM Spring Shoe Forecast. 


This free kit—yours for the asking—ready January 1. 
e April GLAMOUR, LIA full-color page ad featuring BRILLIANT 
LEATHER shoes for Summer. 


Later in the season, you will receive special material to help you use LIA’s 
April GLAMOUR ad to increase your Summer shoe selling. 


GLAVOUR 


Write now for your free CHARM kit (ready January 1). . ' 
Reserve your GLAMOUR kit at the same time. a 


LEATHER INDUSTRIES OF AMERICA 


411 Fifth Avenue, New York 16, N. Y. 
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JOHN R. EVANS & COMPANY 


Camden, New Jersey 
1857 — 1959 
The House of Quality Leathers »« A Member of the Kid Leather Guild 























Uniform Quality 
doesn’t just happen... 


Quality Control makes it happen to 
Evans Black Knight and Colored Suede Leathers 


After tanning, skins chosen to become suede leather are “‘pearled”’ . . . 
chemically conditioned to acquire the deep color and fine, silky nap 
that characterize Evans Black Knight and Colored Suede Leathers. This 
is an important quality control point in the production of suedes, and 
every step in the process is carefully controlled and checked. 





Bak SN 


FINAL CHECK of tanned and pearled skins for suede is made by foreman 


Adam Zuchowicz before they go on to be dried and buffed. 





QUALITY CONTROL MAN, 
Adam Zuchowicz, says: “At this 
point our quality control checks 
are mighty important. This process 
is basic to the uniformity of qual- 
ity of the finished leather.” 


Style Important in 
Selling Work Shoes 


GREAT changes are taking place in merchandising of 
work shoes. Style has rapidly become a dominant sales 
point, almost as important as wear and serviceability. The 
plain, utilitarian work shoes, with no embellishments. no 
styling details, no added features, are disappearing. 

This is particularly evident in catalogs of the major 
mail order houses. Work shoes have long been a top 
volume shoe item in this medium. And these volume re- 
tailers, keenly alert to changing trends, are setting the 
pace in new methods of work shoe presentation. Such 
phrases as “Built for work—styled for dress”; “All the 
rugged features for heavy duty work, but it’s dressy look- 
ing”; and “Dress styling, but meets the stiff requirements 
of a work oxford.” 

A men’s shoe buyer in one of these firms recently pointed 
out that the greatest style change in men’s shoes in the 
past few years has come in work shoes. “They have also 
probably gone through more modernization than any other 
types. Many men now buy work shoes for comfort and 
looks rather than unlimited wear. No one wants to look 
like a workman, so they buy more cushion type shoes in 
soft glove leather. The best selling types for large volume 
outlets are those shoes that look like gentlemen’s adventure 
shoes, rather than the old time utilitarian versions.” 

Thus, a selection from mail order pages offers “Alpine 
Styled Shoes,” “Work ’n Play Boots,” “Campus Styled 
Shorty Boots,” Chukkas, Wellington’s, Paratrooper and 
engineer versions. There’s the Hiker,” and the 
“Australian Bush Boot.” There are gored slipons, described 
as the newest idea in work shoes. 

The importance of work shoes for mail order selling is 
seen in the fall and winter catalog of Sears Roebuck & Co., 
the giant of the industry. There are 10 pages and more 
than 80 styles in this category. Two pages are devoted to 
cushion comfort insoles offering such additional features 
as neoprene soles and heels to resist rotting effects of oil. 
gas, and grease. A cushioned insole “Work ‘n Play Boot” 
is described as a “multi-purpose Chukka boot you'll wear 
in real comfort.” 

Light weight work shoes for tireless wear and “slipper- 
like walking ease” are featured as are shoes for light work 
and sports, referred to as “Light weight and relaxing— 
wear it anywhere.” 

Two pages of the Sears catalog high light the heavier 
service types in the work shoe classification. This includes 
a page of engineer boots, which are also stressed as “ver- 
satile and good-looking too.” In safety-toe shoes and boots 
with “real protection against crippling foot injuries,” for 
the most part emphasis is on service features. Sears refers 
to a supple elk-tanned shoe with cowhide upper and light 
weight non-skid cork soles, rubber heels, and sweat resis- 
tant insoles as its top selling work oxford. Leather soles 
are stressed in some service shoes as ideal with rubber 
footwear, because they are easy to pull on and off. 

Montgomery Ward & Co., which uses the brand name 
“Powr House” for its work shoes, stressed sponge cush- 
ioning for its safety shoes and refers to “safety toe protec- 
tion plus the good looks and comfort of a dressy type 
oxford.” Pointing up the variety in the catalog is the 
phrase, “Whatever the job, here’s a shoe to fit you and 
your needs.” Highlighted is a “Farm Boot” that resists 
soil and barnyard acids. A group of boots with “woodsman 
heels” are cited as “pitched for balance, assures you firm 
stance on the most rugged outdoor terrain.” 

Both Wards and Sears, as well as Alden’s and Spiegel’s, 
the other giants in mail order selling, point up the wide 
range of jobs which need service shoes. All include at 
least one police shoe. Others list specific jobs such as 


“Swiss 





linemen, loggers, truckers, tractor operators, mailmen and 
others who walk a great deal. 

Patented fasteners and slipons are reported to be gain- 
ing in favor as work shoes. In addition to their easy “on 
and off” conveniences, is the lack of worry about dangerous 
loose laces that might catch and trip the wearer. There 
are also an increasing number of dressy oxfords with the 
needed service features. 

It is interesting to note that only a small percentage of 
the work and service shoes are featured for farmers. The 
rural trade currently represents only about a third of mail 
order sales, the remainder coming from city and suburban 
areas. The need for service shoes or dual purpose shoes 
by the average suburban home owner is one factor in the 
great swing to style features. 


Shoe Dog Brings Luck 


A SUCCESS story began seven years ago when Terry 
Iles, a diminutive Scottish war widow, arrived in New York 
with a dream of selling British imports of candy, slippers 
and other items through a mail order catalog. Today the 
dream has expanded into a constantly-growing shoe and 
slipper business merchandising Lady Iles of Mayfair and 
Lassies, Inc. lines of slippers, boots and shoes. 

Today Mrs. Iles, a native of Inverness, whose husband 
was killed at Dunkirk, has sales and sample rooms in the 
Marbridge Bldg., New York, a warehouse in the same city, 
and shoes, boots and slippers on sale in leading stores 
throughout the United States. 

“I saw a new way of life in America for my three chil- 
dren so I decided to make my home here,” Mrs. Iles said. 
“As long as you prove yourself, Americans, whom I find 
are outgoing people, go out of their way to help you.” 

The British walking shoes, made on American lasts, are 
described by Mrs. Iles as “shoes with the society touch.” 
They are made in Norwich, England, while her slippers 
and boots are manufactured in Northampton. When this 
courageous woman started out, she had one slipper with 
soft-sole to peddle. Last year, she sold 100,000 pairs, 87,000 
of which were in one slipper, retailing for $6.95. Today 
her slippers are soled, have tapered toes and are made in 
two widths. She named her Lassie company after her 
Scotty dog, a picture of which appears on her company 
letterheads. 


Textured Leather with High Polish 


A continuing interest in fine textures has lead to a rapidly 
increasing demand for its new textured, high-polished leath- 
er, Bantam, according to the A. C. Lawrence Leather Co. 
Developed originally for the men's trade, it has since been 
introduced in the women's field in both pumps and casuals, 
and in children's oxfords. In the teen-age market it is 
doing well in flatties and moccasins. 

Bantam is a lightly textured leather with a high polish. 
It is now available in all weights and spreads and desired 
colors. Within the next few months, A. C. Lawrence will 

introduce the new fall 1959 color line. 
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“RIPPLE” Sole “HOT COPY” IN 
SPORTS, IN FASHION CIRCLES 


BREAKS TRANS-CONTINENTAL RECORD 


BY WEARING RIPPLE® Sole SHOES 


NEW YORK, N. Y.—Walking from Los Angeles to New York 
in 67 days, Erwin E. Erkfitz, new world’s walking champ, became 
feature attraction of the immensely popular Dave Garroway TV 
program, “TODAY.” Carried by nearly 150 stations in every major 
city in the country, the NBC show reaches an audience of millions. 
Said Erkfitz, “My feet couldn’t have taken it if it hadn’t been for 
RIPPLE® Soles.” 


SPORTS ILLUSTRATED reported the event in two feature stories 
—Nov. 17th and Dec. 8th issues. According to their Dec. story, 
“Behind (Erkfitz) lay more than 5,280,000 steps, more than 3,000 
miles . . . and six pairs of RIPPLE® Sole Shoes.” 


PPSSA FORECAST PREDICTS BIG SPRING/SUMMER FOR RIPPLE® Soles 
PPSSA FASHION FORECAST, Spring/Summer, 1959—(just issued )—predicts that RIPPLE® Sole 
will play a prominent part in the styling of many types of casual shoes. Under Women’s Sports & 
Welts: RIPPLE® Soles, “Important.” Under Men’s and Boys’: “RIPPLE® Soles—increasing— 
gaining ground in teen-age shoes.” Under Children’s: “Good increases seen for RIPPLE® Soles 
at the expense of Crepe and Lug.” 


BOOT AND SHOE RECORDER HONORS HACK FAMILY 


BOOT and SHOE RECORDER—The “Profile” column of this 
leading trade paper carried a comprehensive study of 75-year-old 
RIPPLE® Sole inventor and his sons, Morton and Leonard, re- 
cently. “Nathan Hack,” wrote Estelle Anderson, “continues to 
amaze and confound everyone.” Tracing his life story and the 
development of the RIPPLE® Sole. Mrs. Anderson reported on 
Mr. Hack’s three and a half month trip abroad, during which time 
RIPPLE® Sole sales shot up past the 3 millionth mark! (Sales 
are now 4 million plus!) 

At press conferences in Vienna and in London . . . at gatherings 
of newspaper people, shoe manufacturers and retailers, she re- 
ported, Mr. Hack was the center of attraction. People everywhere 
wanted to know more about RIPPLE® Soles straight from the man 


who made “walking a comfort and joy.” 


RIPPLE® Sole BOOT WINS PAGE PUBLICITY IN HARPER'S BAZAAR 
HARPER’S BAZAAR (Dec.)—Full page editorial shows a glamorous young fashion model with 
a smart textured RIPPLE® Sole Boot (by Golo) strapped over her shoulder. 

RIPPLE® Sole "A BRIGHT IDEA," SAYS GOODYEAR CHEMICAL 


FORTUNE (Feb.), NEWSWEEK, U. S. WORLD REPORT (Feb. 6), BUSINESS WEEK (Feb. 7) 
—each to carry a full page 4-color ad by GOODYEAR Chemical Division. Impressive illustration 
shows genuine RIPPLE® Sole in action. “KEEPING A STEP AHEAD IN ANY FIELD,” says GOOD- 
YEAR, “often boils down to having a bright idea. And that’s what you'll find in the RIPPLE® Sole.” 


Another “BRIGHT IDEA” . . . for your most PROSPEROUS NEW YEAR ... feature and SELL RIPPLE® 


Sole SHOES! RIPPLE SOLE CORPORATION, 28 West Adams Avenue, Detroit 26, Michigan. 
*TM—Ripple Sole Corp. 
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1958, Year of Frustration 
1959, Deferred Opportunity 


(CONTINUED FROM PAGE 36) 


ing or retailing concern to exploit 
a sound idea for the sake of its own 
sales and profits. 

The progress made during the past 
year by Leather Industries of America 
in creating and exploiting sound mer- 
chandising handles is an augury of 
what can be done in the future. Even 
the men’s shoe market, stronghold of 
resistance to change, can be influ- 
enced by the strength of a widely 
concerted promotion. When men, an‘ 
their better halves, are subjected to 
tle authority of a sound idea in foot- 
wear, they will be more prone to 
respond than if the buying impulse 
is smothered by dozens of alterna- 
tives. The periodic use of common 
promotional handles can go a long 
way to offsetting the discord and even 
confusion with which the consumer 
has ordinarily been confronted. 

Another approach to progress and 
solvency in the shoe business also 
depends upon individual effort. This 
involves the much discussed, much 
abused subject of price and value. 
For years the industry has been all 
too aware of the tremendous inherent 
and relative value in shoes compared 
with virtually all other goods and ser- 
that 
score has been meaningless because 


vices. Self-congratulation on 
the trend of shoe prices has neither 
been dramatized for consumers nor 
made the basis for increasing the in- 
the ab- 


sence of any gain in per capita con- 


dustry’s dollar volume. In 


sumption, extraordinary shoe values 
have had no other basic economic 
consequence except to cut the indus- 
try’s dollar gross below a reasonable 
potential. 

In the last quarter of 1958 the 
shoe industry encountered the inevit- 
able result of pricing policies which 
had, to all intents, frozen shoes below 
the dollar levels necessitated by real 
value. Costs moved upward violently. 
Firmness in hides and skins drama- 
tized the creeping increases in other 
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components, in labor and overhead 
which had been straining manufac- 
turing cost sheets for a long time. 
These increases emphasized the under- 
lying paradox of shoe prices which 
had failed to keep pace with the 
general advance in the cost of living. 
In October 1958, the average factory 
price of all footwear was only $3.63 
per pair, and exactly ten years ago 
the comparable average had been 
$3.71. All elements of the industry 
were therefore faced with the clear- 
cut necessity for bringing shoe prices 
into line with the realities of cost. 
The problem of shoe prices is not 
a mere exercise in accounting. In a 
larger sense producers and distrib- 
utors deal with the 
framing merchandising policy to meet 


must issue of 
the needs of today’s American mat- 
ket. That cannot and will be 
solved by industry action. The solu- 
tion must be sought by the individual 


not 


manufacturer or retailer in the light 
of the dynamic sales possibilities, and 
the purchasing power of consumers. 

A great deal has been said and 
the American 
market, about trading up vs. tradi- 


written about new 
tional price merchandising. Here and 
soft 


goods industries have probed the new 


there enterprising factors in 
status and income enjoyed by millions 
of consumers. They have found that 
trading up is not an abstraction but 
can be a positive means to enlarge 
their All little 
initiative has been displayed in that 
direction by the shoe industry, but 


volume. too 


eToss 


scattered signs of a change in think- 
ing were evident at the close of 1958. 
For the first time in years a number 
of manufacturers and retailers began 
to assess merchandising opportunities 
for better goods and better prices. In 
this thinking unit volume no longer 
takes the center of the stage. Dollar 
volume must and can be increased; 
merchandising value and _ quality, 
dramatizing the appeal of the better 
rather than yielding to the insidious 
lure of the dollar symbol in seeking 
physical volume. Such thinking and 
commensurate action may become the 
pioneer achievements in a shoe indus- 
try which can come into its own in 
1959, a year of deferred opportunity. 

(SEE TABLES PAGES 64 AND 66} 


Editorial 
(CONTINUED FROM PAGE 11) 


2.3 per cent in 1955, 2.0 per cent in 
56 and rallied to 2.3 per cent in ’57. 
By any table of ratios, the shve 
manufacturing profit record is no 
stellar performance. 

The burden of increased costs 
imposed by sluggish placing of or- 
ders for the first nine months will 
be painfully clear when our last 
year’s manufacturing profit ratios 
are compiled. 

One of the strongest deterrents 
to general price increases is orderly 
production. Orderly production will 
never be realized until orderly com- 
mitments are made by retailers; 


something to bear in mind in the 
year of opportunity ahead. 


The Kicking Barrel 


(CONTINUED FROM PAGE 52) 


It was in the year of the first rubber 
galoshes with fur around the tops. 
Someone, possibly a salesman for a 
rubber company, told a buyer that 
the fur on his galoshes was water- 
proof. It seems that his people had 
rubber plantations in Africa, but 
that hordes of rabbits ate up all the 
new shoots. The management tried 
to exterminate the rodents by driv- 
ing them into a ditch full of water. 

Those rabbits swam across the 
ditch, hopped up on the bank, shook 
themselves, and took off with their 
pelts as fluffy as ever. The latex diet 
had impregnated their fur. 


Retail Trade 
(CONTINUED FROM PAGE 45) 


approached 90 degrees a number of 
times; temperatures averaged over 
80 degrees for the month. With 
weather like that you just can’t 
make ’em think about dark shoes. 

Men’s sales seem to be running 
solid and steady. Most wanted styles 
are standard brogues, but of soft 
construction, and moccasin front 
oxfords. There is a constant note of 
elegance in practically every shoe 
that can be called a volume seller. 

One type of shoe that seems to 
be enjoying a moderate boom is 
men’s hiking and outdoor shoes. 
The manager of one sporting goods 
store interviewed said that not only 
were his sales of hunting and hiking 
footwear above last year’s totals, 
but there was a good deal of up- 
grading in evidence. 
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1959 Shoe Trade Directory re EAN 
(CONTINUED FROM PACE 41) : 
SHOE WOMEN EXECUTIVES. INC. ¢/o Miss Marian Marsh, 
Partners in Fashion, 350-5th Ave., N. Y. 1, N. Y. 
Pres., Marian Marsh 


sce, We Whe ttanen VT’ DAVID LIVINGSTONE 
Secy., Eva Gould 


Treas., Marianne Tater 


ya 


‘ 
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CANADIAN M Oo D A Al ~ 
SHOE AND LEATHER COUNCIL OF CANADA, 2081 Aylmer \_ ft | | ERN DS 


Street, Montreal, Quebec, Canada to walking pleasure 


Chairman, Paul Samson 


Vice-Chairman, K. R. Lavers COME T0 you! 


Secy.-Treas., Charles Faure 


ASSOCIATIONS FORMING COUNCIL: Modern Aids can help you clear the way for 


THE SHOE MANUFACTURERS' ASSOCIATION OF CANADA, extra profits and good will. No need to explore 
2081 Aylmer Street, Montreal, Quebec, Canada the market... Modern Aids offers every prod- 
Pres., Arthur Tetrault All gd es wits uct for customer comfort ...stock Modern Aids 
Annua anadian oe . . 
‘oo ay ng’ ghey and discover the path to increased sales. 
Sheraton-Mount Royal 


Hotel, Montreal. MODERN AID OF THE MONTH 
Style =435—Met-Eere Metatarsal 


CANADIAN SHOE DEALERS ASSOCIATION, 40 Wellesley St. | Pee Fm 


E., Toronto, Ont., Canada Designed for true comfort with built- 
in sponge rubber longitudinal and 
Pres., J. C. Ostrander metatarsal supports. Quality con- 
structed with top grain cowhide and 


TANNERS ASSOCIATION OF CANADA, 67 Younge Street, leather lined. Also available with 


Toronto, Ont., Canada Cuboid Correction. 
Sizes: Women—4 to 10 inclusive, Men 


Pres., K. Montgomery ai 4 13 inclusive. (Norrow and 
ide. 
SHOE INDUSTRY SUPPLIERS ASSOCIATION OF CANADA, SEE YOUR LOCAL JOBBER or write 


a ee MODERN ORTHOPEDIC APPLIANCE CO. 
584 Broadway, New York 12, N.Y. 





MEXICAN 


NATIONAL CHAMBER OF THE MEXICAN SHOE INDUSTRY, ee . 
Manuel M. Contreras No. 133, Deps. 414 y 415 Mexico 4, D. F. One of America’s Finest Resources for 


—Mexico (Mexican Shoe Manufacturers Association) 
Pres., Antonio Domit Shoe Show and Convention, 


V. Pres., Jose Luis Segura Nov. 22-26, Hotel Del 
Treas., Nivardo Donnay Prado, Mexico City. * SAMPL 


Elegance Theme in French Styles 
(CONTINUED FROM PAGE 31) * JOB LOTS 
work, buckles, rhinestones, small leather-covered buttons 
and mother-of-pearl ornaments. Some very beautiful em- | 
broideries are from Christian Dior. Sandals on the very | * CANCELLATIONS 
high heels are still high fashion. 
Boots and half-boots are novelties, as are spats, made | 


for both cold and wet weather. Casale has designed a shoe | Branded Shoes - first quality 


especially for driving a car, with leather quarter and goat J 
skin with the hair on for the vamp. And even in these from outstanding makers. 


“functional” shoes, there is an elegance that marks French 


styling and workmanship. | IDEAL FOR 


A Massachusetts law of 1633 specifically forbids shoe- Cancellation Stores 


makers from charging their customers more than 12 pence Drive Ins 
a day when working in their homes while making footwear 
to order. 








A Pennsylvania law of 1720 is addressed to shoemakers 
explicitly, and the wording is quaint: “No person,” it 
reads, “. . . using the mystery of shoemaking” may “make 
or cause to be made any boots, shoes or slippers for sale 
but of good leather well and sufficiently sewed with good 
thread,” which, furthermore must be “well twisted” and 
“well waxed.” For unexplained reasons, these leathers are 
forbidden in the manufacture of shoes: horses’ hide, bulls’ ae 22> shi phan yee 
hide, and sheepskin leather. . - . 
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EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO., INC. 


Reaching new sales heights every day! And 
most of your stormy weather yet to come! 





Tremendous consumer advertising campaigns 
tell your customers: 


a ole). Gr -s mm ss | i - 10> Game mm -) ar _1 6), i eee 
"Malia 2elem-t-) @ile)al a ¢-lial @l-t-1s-e 


ol 10g Zolemmel-1m.t-liam @)-t-la- i 


All these leading National Magazines 
pre-sell your customers... ,,, sevENTEEN 
LOOK MADEMOISELLE 
CORONET VOGUE CHARM 
LADIES HOME JOURNAL TRUE STORY 
McCALLS GLAMOUR 
GOOD HOUSEKEEPING PHOTOPLAY 
Famous Radio and TV Personalities tell 
the Rain Dears story, too! 


LUCKY SALES CO., inc. 
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SUCCESS STORY SEASON 


PLASTIC RAINBOOTS 


Models for all heel heights 
in both clear and smoke.. 
in all sizes 


retail about $200 


SATIN FINISH 


D> __s.siveny a rroucr oF weeny sues c0, NC ll A PRODUCT OF THE LUCKY SALES CO., INC 


PRE-SOLD TO COUNTLESS MILLIONS OF CUSTOMERS . . . THE NAME THAT PULLS THEM IN. 


IMMEDIATE DELIVERY Run Dene 


Shiooi from 3 Display Units make 
hipping Points. . . “hard sell” easy 


NEW YORK . . here is strong flexible 
CHICAGO new muscle on 

LOS ANGELES your sales force 
Lucky speeds Rain Dears . . . Stores all over 


the nation report 
to help you speed sales. prreniatinta 


successes by 
the “sales champ”. 


941 E, Third St. 2019 W. Walnut St. 47 W. 34th St. 
LUCKY So. inc. LOS ANGELES CHICAGO NEW YORK 


MAdison 5-2531 CHesapeake 3-3329 PEnnsylvania 6-5955 
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The Most Exciting Wiolesalers _ In Years 


erA_ cnHur_cn sreecr aaa BROADWAY, 


srs Nt 
Den’ t Miss 


THE ON 
NEW YORK 2 
SHOE WHOLESALERS fi 


SPRING MARKET WEEK 
and 
OPEN HOUSE 


JANUARY 11th through 14th 


| anes 








There's an exciting spring season in the offing. EXCITING new Spring styles 


Women's, men's and children's shoes al! have the EXCITING new Spring 
fresh new look that means extra sales. promotions 
EXCITING new merchandise 


features 


EXCITING open house 





See the styles that will make this your biggest spring 
season ever. 


Learn all about the promotions that will be shown seiieans 
" Oospitality sessions 
to make it so. 9 a.m.—6 p.m. 


This market week is a must for all alert retailers. FREE PARKING SUNDAY 
AND EVENINGS 





We'll be looking for you. 


NEW YORK SHOE WHOLESALERS ASSOCIATION 


DUANE, READE, CHURCH & WEST BROADWAY NEW YORK, N. Y. 
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..- Salesmen on the Road 





by BERNICE S. DECKER 


About the Trade Directory... 


THIS issue of BOOT AND SHOE 
RECORDER also includes the 1959 
Trade Association Directory. The 
importance of shoe travelers’ asso- 
ciations to the industry is seen in 
the fact that of the 94 different as- 
sociations listed, 20 are travelers’ 
groups. Travelers’ associations com- 
prise the largest single classifica- 
tion. 

In addition to their own special 
groups, shoe travelers are also in- 
cluded in the roster of other gen- 
eral associations such as Indepen- 
dent Shoemen, 210 Associates and 
a number of local organizations. 


Worthy of Mention 

John A. Zoppa, of Johnstown, Pa., 
is a consistent winner of sales con- 
tests with his firm, The Scholl 
Manufacturing Company, Chicago. 


His most recent was a seven-day, 
all-expense-paid trip to Miami 
Beach. Each salesman had to ex- 
ceed his quota, with the prize go- 
ing to the man with the highest per- 
centage over that. 

Mr. Zoppa has been representing 
Scholl 17 years this month in the 
Eastern shoe division, covering 
Pennsylvania and western Mary- 
land. 

He has been in the shoe business 
all of his working life. His first job 
was on the retail side, with Beck- 
Hazard Shoe Company, and later 
he was with Foot-Saver Shoe 
Stores, Inc., in New York City. His 
first selling job on the road was 
with Charles W. Strohbeck & Com- 
pany, where he also helped design 
children’s shoes. 

After this firm was discontinued, 
he went with John Ennis, Inc., of 
Brooklyn, covering New York, Bal- 
timore, Philadelphia and Washing- 
ton, D. C. When that firm went out 
of business, he joined Scholl. 

J a - 

Vernon J. Sheffield, Michigan rep- 

resentative for The Gilbert Shoe 





(THIRD OF A SERIES) 


STANLEY BLUM, Oomphies, 
Inc., winner of the Star Salesman 
Award, has been in the shoe busi- 
ness ever since graduating from 
the University of North Carolina. 

He has been with Oomphies for 
some six years and_ previously 
worked for I. Miller & Sons for 
about the same length of time. He 
represents Oomphies in eastern 
Pennsylvania, Washington, D. C., 
and Virginia. He also assists 
Harold Gessner, firm sales man- 
ager, with promotional work in the 
New York office. 

Although he attended a southern 
university, Mr. Blum is a native 
New Yorker. He lives on Long 
Island and has two children. He 
is a hi-fi fan and has a large collec- 
tion of jazz records. While attend- 
ing the National Shoe Fair in Chi- 
cago, he always manages to find 
time to listen to some of the fa- 





STARRING STAR SALESMEN: Stanley Blum 


STANLEY BLUM 
ww SR 


, 


mous Chicago “combos.’ 

The Star Salesman contest was 
sponsored by the National Shoe 
Manufacturers Association and the 
awards were made at the National 
Shoe Fair. 
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Send contributions to: Mrs. Bernice S. Decker, Salesmen 
on the Road Dept., 228 Creenwood Blvd., Evanston, IU. 


Walter J. Vatovetz, left, Wisconsin rep- 
resentative for Leverenz Shoe Company, 
Sheboygan, Wis., receives congratula- 
tions from Carl H. Esch, secretary-trea- 
surer. Mr. Vatovetz recently completed 
20 years of selling for Leverenz. He was 
the first salesman to carry the firm’s in- 
stock line of sample shoes. 


Company, of Thiensville, Wis., is 
an alert salesman. 

Not long ago one of his custom- 
ers, Martin’s Shoes, a juvenile 
store in Oak Park, a Detroit suburb, 
was very busy one day when he 
called on them. So, he stepped in 
to help out on the floor. A profes- 
sional photographer came in with 
his wife and baby. Mr. Sheffield 
served them, explaining the im- 
portance of quality and fit of his 
firm’s product. 

A few weeks later, he was sur- 
prised to see the whole story in pic- 
tures including his own in the pic- 
torial section of the Detroit News. 


Noted Here and There... 

The past year has seen some mov- 
ing of headquarters among the 
shoe travelers’ associations. South- 
western Shoe Travelers’ Associa- 
tion, Inc., recently promised good 
old-fashioned “Texas hospitality” 
in its new suite 709-10 in the Hotel 
Adolphus, Dallas. After switching 
to the Hotel Wolverine in Detroit, 
the Michigan Shoe Travelers’ Club 
switched back to the Statler Hilton. 
Iowa Shoe Travelers’ Association 
has new offices in room 740, the Des 
Moines Building, Des Moines. 

* . & 

This is the beginning of direc- 
tory publication time for a number 
of the associations. First to come 
to our desk is a gay pink-covered, 

(CONTINUED ON NEXT PAGE) 
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84-page edition from the Ohio Shoe 
Travelers’ Club. It includes helpful 
data for the retailer such as a chart 


of percentage of profit at retail, 
and a calendar of important holi- 
days and other days to remember. 


This is one way shoe salesmen pep up things for their retail customers after coming 

off the road to stage a shoe show. West Coast Shoe Travelers’ Associates staged 

style showings twice daily during recent Spring Market Week. Girls wore the 

sack dresses as a stunt, but the shoes were the latest style. Sporting Bermuda 

shorts is Dave Klinesmith, WCSTA executive secretary, Marian Guntrup, stylist 

end style consultant of National Association of Consumers’ Organizations, is 
commentator. 





NEw stytes 


coming up 
FOR SPRING 
in Mrs. Day's 





Ideal Bay SHoEs 


These are the styles on which you can 
build your Spring promotions. NEW 
treatments, NEW materials, NEW fea- 
tures... sure to mean NEW and bigger 
sales. IDEAL QUALITY and work- 
manship throughout. Remember they 
om are the brand more mothers TRUST. 
__ 


For complete new style listings Style No. 389 


‘’ 

4 see our new spring price list. White or Vanilla Ice Elk. 
Style No. 68 Plug to match with RicRac 
“ ‘0! 


: . : Perforations. Narrow. 
Ribbon Tie Crib Shoe. . A Bim 
White, Pink, Blue Broadcloth. Miadinan, Wise, Saas: 4 ep S. 


vith edgestomach Bersctully MRS. pays Ydeal BABY SHOE CO., INC. 
a a in Transparent DANVERS, MASSACHUSETTS 


indow Display Box. 
play 924-A MERCHANDISE MART 6-104 MERCHANDISE MART 


r 71 WEST 35TH ST. 
to 2. CHICAGO 54, ILLINOIS DALLAS, TEXA: 


Sizes: 0 NEW YORK 1, N.Y. 
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Intermediate Moccasin Oxford. 


Letters... 
Needed: Industry Standards 


What the shoe industry needs badly is 
some research and certain standards. | 
feel that I am conservative in stating that 
about 20 per cent to 25 per cent of the 
shoes (better and medium grades) fit 
very poorly. We have had shoes from 
the same manufacturers, in the same 
lasts, material and patterns; yet one lot 
would fit differently from another lot 
shipped. Some run narrow and the next 
lot would fit very wide; and the next lot 
may fit short. Most manufacturers’ sizes 
run different. When a customer wears a 
7AA we may have to fit certain makes 
with 71%4A or 7A or 74%AA. We con- 
stantly have to try and convince the cus- 
tomers why we must fit them with a 
different size, but some women will not 
accept the explanation and are reluctant 
to buy any shoe other than the size 7AA 
they wear. 

Another thing the industry should get 
together on is giving one name to a cer- 
tain color. As you know, different manu- 
facturers give different names to the 
same color, leather and fabrics, and this 
is not only confusing to customers but 
to promote a color nationally, by the 
same name, certainly would be an ad- 
vantage and help to sell more shoes. 

Manufacturers are also behind the 
times in packaging. Most shoe cartons 
are actually ugly and the need is for 
more colorful and feminine cartons as 
well as of standard size. I have yet to 
see the same size carton from two differ- 
ent manufacturers; and with so many 
different size cartons, stocks always look 
dilapidated. 

ED BRONSON 
CELE SHOE SALON 
VERO BEACH, FLA. 


A New Feature Praised 


Your consideration of the traveling 
man in your new “Salesmen on _ the 
Road” page in the Boot anp SHoe Re- 
CORDER is worthy of a special word of 
praise. We have been privileged to have 
several articles concerning our sales 
force included in these columns and we 
want you to know that we think the idea 
is an excellent one. 

From the salesmen’s standpoint, I fee} 
certain that they will read this page with 
particular interest and that it will ulti- 
mately interest them more and more in 
the Recorper. Salesmen, among them- 
selves, are quite a closely knit group and 
are interested in the whereabouts and the 
accomplishments of their many friends 
in other territories. 

GEORGE A. FRIEDLEY, 
ASST. SALES MANAGER 
LEVERENZ SHOE COMPANY 

SHEBOYGAN, WIS. 
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Union Hits Shoe ‘Cheapening’; NSI Cites ‘Inconsistency’ 


BSWU Says Some Producers Deceive 
Public by Offering Glitter Instead of Value 


Text of a press statement issued in Boston by the 
Boot and Shoe Workers’ Union: 

A growing number of shoe manufacturers are down- 
grading their shoes in a distorted claim that consum- 
ers prefer to buy “prettied-up shoddy shoes rather than 
shoes that give decent value at reasonable prices,” 
said the 60,000-member Boot and Shoe Workers’ 
Union, AFL-CIO, in a report termed a shoe evalua- 
tion study. 

“Over the past few years particularly,” the union 
report declared, “all signs point to a devaluation of 
shoes so that in some types of footwear, consumers 
are getting less for their money than they expect 
and deserve. A razzle-dazzle of fashion baubles and 
honky-tonk glitter is concealing the cheapened basic 
values. The cheapening comes in the use of inferior 
materials, lessened wear potential, shoddy construc- 
tion. poorer fit, endangered foot health and the gen- 
erally second-rate performance of an increasing share 
of lower-priced footwear with deliberately built-in 
obsolescence.” 

The union called this “public price deception.” It 
said that a large number of shoe manufacturers are 
cutting costs to remain competitive “by using un- 
skilled labor at learners’ rates and inferior material 
to make shoddy shoes.” 

Today 36 per cent of all women’s shoes sell for less 
than $4 retail; 18 per cent sell for under $3. In chil- 
dren’s and little girls’ shoes, 42 per cent sell for 
under $4, 22 per cent for less than $3. 

“For consumers to believe,” the union report con- 
tinued, “that a suitable quality and performance of 
shoe values can be delivered at these prices is un- 
realistic and self-deceptive.” 

Downgraded price trends in the shoe industry fur- 
ther cited by the union included the average factory 
value of a pair of shoes, $3.53 today compared with 
$3.72 in 1947. This is in spite of the general rise in 
costs and material prices over the past 10 years. 


‘Economic Hocus-Pocus’ 


The union report said, “While the shoe industry 
points with pride to this type of cost reduction as 
‘holding the price line’ in the face of inflation, this 
is really economic hocus-pocus. The shoe industry is 
not staffed with magicians. Higher costs must be 
reflected in higher prices if quality is to be main- 
tained. Actually the apparent magic has been accom- 
plished through steady cheapening of the product. 
The guts have been removed from many types of 
shoes on the premise that consumers can more often 
be kidded by the frosting on the shoe than sold by 
the quality in it.” 

(CONTINUED ON PAGE 83) 
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National Shoe Institute Replies, Calling 
The Charge ‘Emotional, Full of Error’ 


Text of press statement issued by the National Shoe 
Institute in New York, in reply: 

“How inconsistent can you get?” is the question shoe 
manufacturers and retailers are asking the Boot and 
Shoe Workers’ Union. 

The National Shoe Institute, spokesman for the prin- 
cipal shoe manufacturing and retailing associations, 
characterized the Boot and Shoe Workers’ Union state- 
ment as “highly emotional, full of error, and completely 
inconsistent with a whole series of paid advertisements 
over the past year and a half by the same Boot and 
Shoe Workers’ Union.” 

On April 29, 1957, in a full-page ad in the St. Louis 
Democrat, the Boot and Shoe Workers’ Union said: 
“Whatever you do pay for your shoes, it is a right and 
fair price.’ This was the concluding statement of a 
full-page advertisement under the headline: ‘What is a 
‘right’ price for a pair of shoes?” 

On December 2, 1957, the Boot and Shoe Workers’ 
Union bought a full-page ad in The New York Times 
and headlined it “Shoes have it all over Sputniks.”” The 
advertisement presented a careful, factual evaluation 
of shoes which they termed a “Miracle of modern engi- 
neering.” They praised “the world’s finest shoe-creative 
talent” for designing over 100,000 new shoe styles a 
year for the American public ‘the best-shod people on 
earth.” 

The union, in its paid advertising directed to con- 
sumers, went on to say, “Put it all together—this mas- 
terpiece of art and engineering—and you have a product 
delivering the soundest value in your entire budget. It 
makes no difference whether you pay $6.95 or $36.95— 
a pair of shoes contains an amazing package of values.” 


Pamphlet Lauded Shoe Values 


The same Boot and Shoe Workers’ Union printed a 
pamphlet entitled “Your Shoes” and distributed hun- 
dreds of thousands of copies to consumers, primarily at 
union-sponsored product exhibits. In this pamphlet the 
union said, “The U. S. shoe industry leaves no stone 
unturned to give you the best—shoes are more than a 
utility value—they are an article of good fit and long 
wear—and at reasonable prices—very reasonable prices 
when you consider all the values a pair of shoes delivers 
to you.” 

The National Shoe Institute, which represents the 
principal shoe manufacturing and retailing associations, 
citing these statements by the Boot and Shoe Workers’ 
Union, said it could not account for the complete incon- 
sistency evidenced by the statement released by the 
union. “Shoe manufacturers and retailers know that 
absolutely no change has occurred in shoe values during 
the past year which would justify such a complete 

(CONTINUED ON PAGE 78) 
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In Texas, Reversal of a Trend: 


‘Outlet’ Switches to Traditional Retailing 


By VIVIAN ANDERSON 


LAREDO, TEX.—‘“Frankly tired 
of messing with odds and ends,” 
Sam Sullivan Shoes, Inc., which op- 
erates a chain of independent shoe 
stores in this part of the country, 
has done a right- 
about-face. Con- 
trary to a na- 
tional trend, it 
is transforming 
the Imperial 
Shoe Store in 
Laredo, former- 
ly an “outlet- 
type”’ store, into 
a “regular” re- 
tail operation. 

The Imperial 
store was the 
only one of the 
chain which had 
been operating 
for several years 
on merchandise 
left over from 
other stocks, augmented with “mis- 
takes” purchased from jobbers and 
other retailers, plus some regular 
low-priced goods. 

But hear Sam Sullivan, owner and 
operator of the chain, tell the story: 

“Despite all this talk about self- 
service and downgrading, we have 
decided that our people in this sec- 
tion don’t want to be downgraded. 
They have fought too long to raise 
their standard of living to appreci- 
ate being offered ‘second best’ shoes. 
They crave better houses, better au- 
temobiles, better clothes, so why 
shouldn’t they enjoy better shoes? 
Sure, people buy more special-pur- 
pose shoes than they used to, and 
many of those shoes are less expen- 
sive than business or dress shoes. 
But that doesn’t mean that they 
can’t be sold quality merchandise, 
too. 

“Of course, certain types of foot- 
wear lend themselves to safe self- 
selection. But in most cases, we be- 
lieve proper fitting is too important 
to health and well-being to entrust 
to haphazard purchase. After all, 
lasts and types are just as impor- 
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tant as size, and not many customers 
are familiar enough with them to 
solo without instruction.” 

After a study of the old operation, 
Mr. Sullivan and his managers con- 
cluded that the outlet technique is 


Gone are the signs of an “outlet-type" shoe store at the Im- 

perial Shoe Store, Laredo, Tex. A new front, remodeled in- 

terior and dressed-up windows fell customers the store has 
returned to a traditional-type operation. 


pretty specialized and is just not in 


their line. Not that they intend to 
go “hog-wild” in upgrading the Im- 
perial! Since they cover the middle- 
to-high-grade field in their other lo- 
cations, they plan to have the Im- 
perial store go after popular-priced 
business. But the business will be 
regular business, with full ranges of 
sizes stocked, frequent reordering 
and all of the practices associated 
with a traditional retail store. 

As a start, the company put 
up a new front, remodeled the inte- 
rior and made plans to have all the 
“outlet-type” shoes sold before the 
first of 1959. Advertising and win- 
dows have been given a new person- 
ality, and orders have been placed to 
fill all stock shelves with regular 
merchandise. In addition it has been 
decided to institute revolving credit 
early in 1959 at the Imperial. This 
has not been decided upon wildly, 
for the management points to the 
success that the system is enjoying 
in other stores of the operation. 

“We have found that working peo- 
ple (as who isn’t?) will buy much 
better shoes if we can make it easy 


for them to pay them out,” Mr. Sul- 
livan said. “Some aggravation and 
additional investment result, of 
course, but the increased volume 
more than offsets the modest losses 
and the expense of administering 
the system.” 

Mr. Sullivan said another reason 
for the changeover in Imperial store 
practices and policy is that a self- 
service operation is a “take-it-or- 
leave-it proposition.” He added, ““We 
knew we couldn’t stand it. Just 
imagine customers walking out with- 
out a package under their arms. We 
decided that would drive us crazy! 

“Furthermore,” he went on, “we 
were raised in the school that taught 
the importance of people in the suc- 
cess of shoe stores. The right man- 
ager and salespeople have proved, 
time and time again, that they can 
do a job with even a small break on 
merchandise. Just as important, 
they’re the ones who can keep you 
on the right track in your buying, 
so that you have the wanted styles 
and sizes.” 


Baltimore Spring Caravan 
May Attract 50 Exhibitors 


BALTIMORE—Inquiries received 
thus far by the Associated Shoe 
Travelers of Baltimore indicate the 
group’s second annual Spring Shoe 
Caravan, to be held here February 
1-3, may attract almost twice as 
many exhibitors as the initial show. 

Thirty manufacturers and whole- 
salers displayed their new fashions 
when the travelers inaugurated the 
show a year ago. Lou Berman and 
Hy Levy, who head this year’s show 
committee, say 50 or more exhibi- 
tors are expected. The caravan will 
be held at the New Howard Hotel, a 
block from the center of downtown 
Baltimore. 

Mr. Berman, a representative for 
David Brown Shoe Company, and 
Mr. Levy, of the Levy Shoe Com- 
pany, are particularly pleased with 
the dates for the 1959 show. 

“Coming just about six weeks be- 
fore Easter,’ Mr. Berman said, “the 
buyers will be able to see a com- 
plete line of spring and summer 
shoes for men, women and chil- 
dren.” 

Buyers from the District of Co- 
lumbia, Maryland, Delaware, Penn- 
sylvania, Virginia and West Vir- 
ginia are expected. 
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Midnight Sale Draws 4000 into Shoe Store in 3 Hours 


SHERMAN OAKS, CALIF.— 
Playing upon the idiosyncrasies of 
human nature, merchants of this 
community staged a “Mad Midnight 
Sale,” opening their stores at mid- 
night Saturday and staying open 
until after 3 a.m. Sunday. 

The stunt was patterned after a 
similar promotion held successfully 
some weeks before in nearby Studio 
City. Both that community and 
Sherman Oaks are _ upper-middle- 
class residential sections of the San 
Fernando Valley, which in turn is 
a residential area of the sprawling 
metropolis of Los Angeles. 

Screwball as the stunt may seem, 
it again proved its efficacy by jam- 
ming the streets with people and 
triggering some merry jingling of 
cash registers. 

Especially happy with the results 
was Fred J. Price, manager of the 
Innes Shoe Store. 

“We put an estimated 4000 people 
through our store in a little over 
three hours,” he said, “and at times 
the traffic was so heavy we had to 
lock the doors and let only a certain 
number in at a time.” 

It was no frantic giveaway; only 
one sale item was featured at a re- 
duced price. It was a basic pump in 
both high and medium heel and 





Large San Diego Drive-In 
Stocks $100,000 Inventory 
SAN DIEGO, CALIF.—One of the 


largest shoe stores in southern Cal- 
ifornia opened its doors when S & A 
Inc., welcomed its first ecus- 
tomers at 5444 E] Cajon Blvd., here. 
The store has more than 5000 square 
feet of floor space and carries an in- 
ventory of more than $100,000 in 
shoes. 

The store is the third unit in the 
retail chain developed by Owner and 
Manager Harry Adler. He opened 
his first store in Santa Monica in 
1948 and has since opened a store in 
Van Nuys, both in the southern Cal- 
ifornia area. Mr. Adler has an- 
nounced that he will soon open an- 
other retail store in the San Diego 
area which will be as large or larger 
than the store which just opened. 

The El Cajon Blvd. store is a 
drive - in, family-type store, with 
parking facilities for 20 cars. 


Shoes, 
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there was only a moderate mark- 
down. The rest of the merchandise 
was regular stock bearing a full 
markup. 

Mr. Price said sales were “abso- 
lutely fantastic.’ In spite of having 
25 fitters on the floor, the firm was 
“absolutely swamped.” Regularly- 
priced merchandise moved just as 
satisfactorily as did the markdowns, 
and the result of the offbeat effort 
was probably the best selling session 
the shoe store has ever enjoyed. 


It should be noted that the hus- 
tling merchants did not rely solely 
upon an unusual idea to bring them 
success. Strong promotional meth- 
ods were employed, starting out with 
a newspaper campaign in the com- 
munity press. 

A full two and a half hours of a 
strong local evening TV program 
was purchased. Timing was gauged 
so that the program would end early 
enough for viewers to get down to 
the shopping area just before mid- 
night. According to reports, gratify- 
ing numbers of them did. 
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‘You Find Him . . 


- We'll Fit Him’ 


Mystery Prints Spur ‘Big Shoe’ Promotion 


SAN FRANCISCO—When a re- 
cent news item carrying a northern 
California dateline reported the find- 
ing of monstrous, mysterious foot- 
prints in Humboldt County, a lum- 
bering community, Sommer & Kauf- 
mann, San Francisco shoe retailer, 
took note. 


The firm has long been noted for 
its large size men’s shoe selection 
and officials realized that tying in 
with the news would spotlight their 
department. 

The news item stated that a log- 
ging erew found the footprints in 
the soft dirt of a road they were 
constructing, and one of the crew 
took plaster casts to substantiate 
their story. The prints were 16 
inches long and six inches wide. 

Sommer & Kaufmann reproduced 
the news item plus a picture of Ger- 
ald Crews, who made the plaster 
cast. Included in the newspaper ad- 
vertisement was an open letter to 
Mr. Crews saying: 

“Dear Sir: We wish you all the 
luck in the world in your search for 
the man to fit the big footprints. . .. 
He obviously needs shoes. You find 
him .. . we'll fit him, in shoes, of 
course. A gift from S & K. Bring 
him to our large size shoe depart- 
ment in the Men’s Den. If we can’t 
fit him we’ll make them for him.” 

The store backed up the ad with 
a special window featuring a size 
30D shoe, plus a variety of other 
men’s shoes in size 15D. The window 
stopped passersby in their tracks, 
and many came in—big fellows with 
feet to match—and bought shoes. 

According to Tino Savasta, men’s 
shoe buyer, Sommer & Kaufmann 
has always featured a good range in 
sizes up to 15D, from loafers to dress 
shoes, with many of the styles priced 
under $20. The store customarily ad- 
vertises men’s shoes about once a 
month, with some emphasis on the 
large sizes. 

When logger Crews and his plas- 
ter cast arrived in San Francisco, re- 
ceiving considerable attention from 
the press and television, S & K had 
additional opportunity to focus at- 
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tention on its men’s department and 
large size shoes. 

But the person who made the 
monster footprints still had not come 
in to claim his free pair of shoes. 





For Winter Partying 


Da Venci's new strap silhouette, selected 
by Shoe Fashion Board of St. Louis for 
promotion, is wide open at the shank, 
features sharply pointed toe, confetti 
bow nestling on the vamp to partially 
mask the wishing ring of brilliants. Shoe 
is offered in black suede, Hot Pint, Cool 
Orange and Luscious Cocoa, also in 
white hammered satin. This “Wishful” 
from Da Venci is by Camille Designs, Inc., 
St. Louis. 





Committee Positions Filled 
By Independent Shoemen 


BOSTON — Appointment of sev- 
eral committees to serve during the 
coming year was announced by In- 
dependent Shoemen through its 
president, James Rick. 

General chairmen named were: 
general membership, Ray S. Shan- 
non, Weyenberg Shoe Company; 
budget and finance, Francis Ryan, 
Bates Shoe Company; promotional 
and advertising, Les Hafemeister, 
Weyenberg Shoe Company, and Jack 
Hart, Wolverine Shoe and Tanning 
Corporation; merchandising and 
dealer aid, Eric Franken, Herbert 
Cox Correct Shoes, Little Rock, Ark. 

Mr. Rick said his goal for the new 
year is 2000 new members from all 
branches of the industry. 


THIS MONTH 


Spring-Summer Showing, Mid-Atlantic 
Shoe Show, Inc., Benjamin Franklin 
Hotel, Philadelphia ...January 4-7 

Summer Showing, Guild of Better Shoe 
Manufacturers, members’ showrooms, 

New York Week of January 5 

Annual Banquet, New England Shoe 
Foremen and Superintendents’ Asso- 
ciation, Hotel Statler-Hilton, Boston 
January !7 

Empire 
Inc., 

m.-¥, 

January 18-20 

Michigan Shoe Fair, Michigan Shoe 
Travelers’ Club, Statler-Hilton Hotel, 
Detroit January 25-27 

Factory Management Conference, No- 
tional Shoe Manufacturers Associa- 
tion, Netherland Hilton Hotel, Cin- 
cinnati, O. January 31!-February 3 


Shoe Show and Convention, 
State Footwear Association, 
Hotel Onondaga, Syracuse, 


FEBRUARY 


Spring Shoe Caravan, Associated Shoe 
Travelers of Baltimore, Hotel New 
Howard, Baltimore February 1!-3 

Summer Shoe Mart, Pennsylvania Shoe 
Travelers’ Association, Hotels Penn- 
Sheraton and Carlton House, Pitts- 
burgh ......+...February 

Shoe Show, Midwest Shoe Travelers’ 
Association, Hotel Morrison, Chicago 

February 8-11 

Allied Shoe Products and Style Exhibit, 

Fall and Winter, New York Trade 
Show Building, New York City 
February 14-17 

Trade Show, National Shoe Fabrics As- 

sociation, Hotel Lexington, New York 
February 15-18 

Leather Show, Fall and Winter, Tanners’ 
Council of America, Waldorf-Astoria, 

New York February 17-18 


8-10 


MARCH 


Advance Fall Shoe Market Week, New 
England Shoe and Leather Associa- 
tion, Hotels Statler-Hilton and Shera- 
ton-Plaza, Boston March 30-April 3 


APRIL 


St. Louis Annual Fall Showing, St. Louis 
Shoe Manufacturers Association, Ho- 
tels Sheraton-Jefferson, Statler-Hilton 
and Lennox .....-April 12-15 
Fall Shoe Fair, Northwest Shoe Trav- 
elers, Inc., St. Paul Hotel, St. Paul, 
Minn. April 25-28 


MAY 


Fall Shoe Show, Mountain States Shoe 
Travelers’ Association, Albany Hotel, 
Denver : May 3-5 

Fall Shoe Show, Southeastern Shoe Trav- 
elers, Inc., Henry Grady, Dinkler 
Plaza, Peachtree on Peachtree, and 
Piedmont Hotels, Atlanta ..May 3-6 

Popular Price Shoe Show of America, 
New England Shoe and Leather Asso- 
ciation and National Association of 
Shoe Chain Stores, New York City 

May 3-7 

Fall Shoe Fair, Southwestern Shoe Trav- 
elers' Association, Adolphus, Baker, 
Southland and Statler-Hilton Hotels, 
Dallas ee soe ..May 10-13 


* JS 
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We Offer Quality ‘Jobs, Cancellations — 
and Closeouts in Branded Footwear to 


raenatactitehatele 


shoe stores, drive-ins and 
shoe promotion buyers 


Our prices on fine shoes, 
bought direct from the best known 


for values! 


Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


makers are in line with our 


nationwide reputation 


Quality Shoes Since ‘32 
M. K. WEIL Shoe Company > 
“While in Town See Weil” 
Saint Lovis 3, Mo 


Sample Rooms: Los Angeles * New York 


1215 Washington Ave., 








Weekly Training Sessions 
Help Increase Multiple Sales 


CONCORDIA, Kan. — Weekly 
sales training meetings in fashion 
merchandise have proved effective 
and valuable for Caldwell’s, Midwest 
independent shoe chain with head- 
quarters here. The program has re- 
sulted in increased multiple sales as 
well as a more efficient selling force, 
according to John D. Caldwell, Jr., 
head of the firm. 

“Approximately a year ago,” he 
states, “we inaugurated weekly 
meetings with our employees. We 
have tried to train them in the 
simple merits of presenting, mer- 
chandising, suggesting and selling 
second items at the fitting stool. We 
have placed emphasis on informa- 
tion on the new fashions, not only 
in shoes but in ready-to-wear, styles, 
colors and types. 

“This has made quite a change,” 
Mr. Caldwell says. “However, we 
still have room for improvement and 
are going to continue working until 
we have a sales organization that is 
thoroughly fashion-minded. They will 


also be trained as first class shoe 
salesmen in place of the shoe clerks 
which have staffed so many of the 
shoe stores for the past few years.” 


Merchants Offer Baby-Sitting 


PAWTUCKET, R. I.—To induce 
mothers of young children to shop 
in the city center, the Downtown 
Pawtucket Retail Merchants’ Coun- 
cil is offering a “Park Your Tot” 
baby-sitting service. The service, 
which has quickly won popularity, 
is staffed by local YWCA members 
with a nurse always in attendance. 
Children of age three and older are 
eligible for the service, available 
from 2 to 5:15 p.m. weekdays, 11 
a.m. to 4 p.m. Saturdays and 7 to 
8.45 p.m. Tuesdays and Thursdays. 


Poughkeepsie Unit Opened 
NEW YORK — Thom McAn has 
opened a new family shoe style cen- 
ter in the Poughkeepsie (N. Y.) 
Shopping Center with Andrew 
Kryda as manager. The store is the 
company’s second in Poughkeepsie 
and its 146th in New York State. 


Deadline Nears for Entering 
Brand Name Retailer Contest 


NEW YORK—Deadline is Janu- 
ary 10 for retailers planning to 
enter in the 11th annual “Brand 
Name Retailer-of-the-Year’’ Compe- 
tition. Entries must be postmarked 
prior to midnight of that day. 

Each year outstanding merchants 
are picked from among shoe stores 
and 25 other retail classifications. 
The 1959 awards will be presented 
at a banquet in the Grand Ballroom 
of the Waldorf-Astoria, New York, 
the evening of April 15. 

Entry forms are supplied on re- 
quest from the Retail Relations De- 
partment, Brand Names Foundation, 
Inc., 437 Fifth Ave., New York 16. 
There is no entry fee, no need to 
submit samples with the entry form. 

A “report form,” outlining dealer 
activities for 1958, is going to mer- 
chants currently entered, and will 
form the basis for the selection of 
finalists. Winners are chosen on the 
basis of full presentations they sub- 
mit, including samples of their brand 
advertising, promotional and sales 
training activities. 





Series No. 320. 
Sizes 5-8, 9-12 
13-3. Brown, 
White, Red, Beige. 


Now! Also in growing 
Girls’ Sizes: 4-7. 
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KIDDIE SANDALS 


The ORIGINAL cushioned INSOLE sandals. Elk finish 
cowhide uppers. Chrome soles. Adjustable vamp. 
} Young sun worshippers love Sun-San’s barefoot feel. 
/ Mothers like the fit, the LONGER wear. Order now. 
Playtime favorites, fast sellers! Sun-Sans 
with scientific design. 


Sun: Geo 


with Hoy-way molded sole. Priced 
for volume sales! 


Series No. 880 


Sizes 5-8, 9-12, 13-3 
Brown, White, Red 


HOY SHOE CO. 1128 LOCUST ST., ST. LOUIS 1, MO. 
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Their Theme Is Western but Their Forte Is Fitting 


Operators of Chicago's Dennis Shoe Corral took along a touch of Arizona when 
they quit Tucson for the Midwest. 


CHICAGO—Faith in the neigh- 
borhood children’s shoe store is evi- 
denced in the recent opening of a 
new store, Dennis Shoe Corral at 
5958 W. Chicago Ave., here. The 
new store is in one of the city’s out- 
lying business areas. 

A western motif prevails and in 
keeping with the name and atmos- 
phere there is a wide selection of 
cowboy boots. But these are spe- 
cialty items, for emphasis is on fit- 
ting of well known brands in regular 
children’s shoes. 

One wall is lined in redwood. An- 
other with simulated white brick 
panelling is set off with a photo mu- 
ral of Tucson, Ariz. Shoes carried 





Detroit Department Expanded 


DETROIT—Marking the 25th an- 
niversary of McBryde-Templar, Inc., 
in the D. J. Healy Company, exclu- 
sive women’s specialty store, the 
shoe department has been tripled in 
size and redesigned into one of the 
most attractive shoe departments in 
the Motor City. Basic redecoration 
is in rose and turquoise, with decor 
touches of murals, huge mirrors and 
leather settees. 

The Healy shoe department is un- 
der the personal management of 
Fred W. Templar, who founded the 
company in 1933 with V. V. 
McBryde, who died last Year. 
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range in price from $3.95 to $10.95. 
The store is operated by Sam An- 
delino, president, and Sam Natalezio, 
secretary. Both previously worked 
for the Shoe Corral in Tucson. 
The name “Dennis” for the new 
store is in memory of Mr. Andeli- 
no’s young son, who died while the 
family was living in Arizona. 


National Retail Merchants 
To Convene January 12-15 

NEW YORK—tThe National Re- 
tail Merchants Association wil] 
hold its 48th annual convention 
January 12-15 at the Hotel Statler 
here. Theme of the convention, 
hailed as retailing’s most important 
annual meeting, will be “Selling Is 
Everybody’s Job.” 

“The convention will take a long, 
hard look at the fundamentals of 
retailing, as well as at the new 
techniques being developed by re- 
tailers to take advantage of the 
many opportunities created by the 
dynamic American economy,” said 
J. Gordon Dakins, NRMA executive 
vice-president. Featured speaker at 
the association’s annual banquet 
the evening of January 15 will be 
Charles H. Kellstadt, president of 
Sears, Roebuck & Company. Direc- 
tors will be elected January 13. The 
next day they, in turn, will elect the 
new Officers. 


Students ‘Talk It Up’: 
School ‘Ambassadors’ 


Enlisted by Retailer 


ST. LOUIS—With instructions to 
“talk it up,’’ 10 teenagers have been 
enlisted to help promote both basics 
and fad items for Robin’s Children’s 
Shoes in its newly opened Floris- 
sant Meadows Shopping Center lo- 
cation, here. 

The high school and junior high 
school boys and girls, representa- 
tives from both public and parochial 
schools, were chosen because they 
were popular campus favorites, 
cheerleaders, football players or the 
like. In return for the footwear 
Robin’s provides them, the group is 
expected to “talk up” the store. 

The Robin’s ambassadors are asked 
also to personally bring classmates 
into the shop to look at the variety 
of teenager pairs on open display 
on a 28-foot-long walnut, brass and 
white formica display unit. 

Opened in time for Christmas 
selling, the new Robin’s is the second 
unit. The original store, located in 
the Bissell Hills Shopping Center, 
opened more than 18 months ago. 
Both outlets cover the _ infants- 
through-high school range and draw 
trade from the rapidly growing nortk. 
St. Louis County colonies of small- 
home developments. 

Ted Taxman and Leroy Kanter- 
man operate Robin’s, with Mr. Tax- 
man managing the Florissant Mead- 
ows unit and Mr. Kanterman man- 
aging the Bissell Hills store. 

An animated clown face and a 
30-foot animal cage with stuffed ani- 
mals draw attention to the young 
children’s fitting area of the new 
store. An official teen corner, com- 
plete with soft drinks, is planned as 
a feature. Decor is in turquoise and 
coral, with about 30 fitting chairs. 


Forsythe Opens Raleigh Unit 

RALEIGH, N. C.—Forsythe 
Shoes, nation-wide 35-store chain, 
has opened a Raleigh store stocked 
with 22,500 pairs. Lionel Levy, vice- 
president of the chain, came here 
for the opening. The store occupies 
a building which has been remodeled 
at a cost of $50,000. The interior 
has a French motif. With a staff of 
10, the store is managed by Thomas 
Kimbrell. 
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New Stores for Baltimore: 
One Opens, Two on the Way 


BALTIMORE — Competition for 
the shoe customer’s dollar is grow- 
ing ever keener in the Baltimore 
area. 

Schleisner Company has opened a 
new shoe store at the Suburban 
West shopping center, in the subur- 
ban Pikesville area, and Wyman’s 
is rapidly completing two shops 
which will open early in 1959. 

The bright new Schleisner shoe 
shop is immediately adjacent to the 
department store the company has 
operated in the center for four 
years. 

Jack Kesson, the Schleisner shoe 
buyer, said the new shop has at least 
twice as much display space as the 
firm’s downtown store. Mr. Kesson 
said the new outlet carries a com- 
plete inventory of shoes for all 
members of the family. Edwin Spah 
is in charge of the new store. 

The new Wyman’s stores will be 
the company’s 14th and 15th in the 
Baltimore area. Robert Rubin said 
the new shop in the Drumcastle 
shopping center, astride the north- 
ern city boundary, will open about 
the middle of February. 

The firm also is adding a second 
shop in the Towson Plaza shopping 
center, north of the city. Referring 
proudly to its spacious, 170-foot 
front, Mr. Rubin said it would open 
in time to help satisfy customers’ 
Easter needs. 


Named to NSRA Directors 


NEW YORK — Irving E. Gross- 
mann, of I. Miller 
Company of Los 
Angeles and the 
Guild House Sa- 
lons in San Di- 
ego, La Jolla and 
El Cajon City, 
Calif., has been 
appointed by 
Lloyd Nordstrom, 
president of the 
National Shoe Re- 
tailers Associa- 'RVING GROSSMANN 
tion, to fill an unexpired term on the 
board of directors of the association. 
Mr. Grossmann has been a member 
of the Women’s Shoe Style Commit- 
tee for almost 20 years and he has 
served as chairman of the various 


Coward’s Builds Mass. Store 

NEW YORK—The Coward Shoe 
Stores will open a new unit in 1959 
at Wellesley, Mass., according to 
Irving Brown, president of the com- 
pany. The air-conditioned store will 
be the third for Coward in the Bos- 
ton area and the 14th in the group. 
It will contain an area of 2000 
square feet. 

Coward’s has taken a 15-year lease 
on the Wellesley property, and the 
store is under construction. A fam- 


ily shoe operation, Coward’s main- 
tains shops in downtown Boston and 
Winchester, Mass. 


David Kay Adds Departments 

BINGHAMTON, N. Y. — David 
Kay Shoe Company, Inc., of Bing- 
hamton is taking over the operation 
of men’s, women’s and children’s 
shoe department’s in Orr’s Depart- 
ment Store, at Easton and Bethle- 
hem, Pa. The move increases the 
number of the Kay Company’s de- 
partments to 11. 





# 8314 


Black stitch and 

turn casual, -with 

new pillow-embossed 
vamp, Pacifate twill 
lining, Nylon stitched, Com- 
bination last, Goodyear welt. 
IN-STOCK B, 4-7; D, 3-7. 


GUARANTEED “RIP- 


CLOSED SEAMS. 


check these 
unique 

features for 

longer wear 


Write today for 
FREE 
IN-STOCK catalog! 


QUALITY 


boys’ shoes that 
give you 


STEADY PROFITS and 
STEADY CUSTOMERS 


Brooks boys’ shoes have unique construction 


features that guarantee their long wear, fine 


fit and genuine comfort. They're espe- 


cially crafted to stand up under the 


rough use boy’s shoes receive, and 


give the kind of wear that brings 


customers back! 


If you sell 


boys’ shoes, you owe it 


to yourself to investi- 


gate Brooks! 


DOUBLE TOP 
STITCHING 


GENUINE LEATHER 
QUARTER LININGS 


“BROOKSY” 


GENUINE ANALINE 
TYPE LEATHER UPPERS 


GENUINE LEATHER 
INSOLE 


~~ “TW-TOE” BRASS 
NAILS LOCK SOLE 
ADD EXTRA WEAR 


THE WILLIAM BROOKS SHOE CO.—NELSONVILLE, OHIO 





categories. “World’s largest independent manufacturer of boys’ welt shoes” 
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e What's New 


Versatility in Plastic 


p ZA 


These patterns show versatility of styl- 
ing possible with Utrilon molded plastic 
footwear. Men's slip-on with ventilated 
plug has leather insole. Women's thong 
(left) and juvenile sandal (bottom) are 
unlined. All are of one-piece construc- 
tion, reportedly oil and grease-resistant, 
durable and washable. Deeply grooved 
soles reduce weight. International Shoe 
Company is U. S. distributor. 





Lightweight Rubber Hip Boots 
Can Be Worn Over Shoes 

LOVELAND, O. — So-Lo Marx 
Rubber Company, maker of “totes,” 
has introduced a new kind of super- 
light rubber hip boot to be worn 
over shoes. This feature gives the 
wearer the comfort of hunting and 
fishing shod in his best-fitting shoes 
but with all the protection of high 
boots. For walking he can roll the 
boots down to his ankles. 

Made of tough gum rubber, the 
boots are described as not binding, 
and hard to snag. The heavy tread 
soles prevent skidding. The boots 
can be folded small to “tote” in a 
pocket. 


Aronov Novelty Line Offers 
Heels in ‘Ice Cream Flavors’ 
LOS ANGELES—Shoes with heels 
of “five delicious flavors” are a fea- 
ture of a novelty line being shown 
by Aronov of California, Los An- 
geles. A creation of stylist Arthur 
Bender of that company, the heels 
are made of alternate layers of sheet 
rock veneer in contrasting colors. 
Called by the company its “‘ice 
cream flavors,” the colors include 
strawberry, orange, lemon, lime and 


Part of the Aronov line with “ice cream" 
heels 


licorice—plus any color combination 
on special order. 

Ice cream heels are made in a 
variety of heights, ranging from 
true flatties up to high slim tapers 
for sport pumps. Aronov_ shoes 
equipped with these heels range in 
price from $10.95 for flatties to 
$12.95 for pumps. 


Hosiery with ‘Invisible Heels’ 


NEW YORK—Aberle, Inc., has 
introduced a new fashion stocking 
with “invisible heels” to complement 
this spring’s feminine fashions and 
give a sleek, unbroken look to the 
back of the leg between the hemline 
and the shoes. The sole and toe-tip 
are lightly reinforced. According to 
the company, the stockings have 
“leg - defining seams; leg - hugging 
Bt.” 

Aberle is recommending them for 
Easter and Mother’s Day, for brides 
and for vacation selling. 





Ripple Sole for Dress Wear 


The Ripple Sole 
goes “dressy” in 
five - eyelet cash- 
mere grain Walk- 
Over by George 
E. Keith Company, 
Brockton, Mass. 
Shoe has been ad- 
ded to the com- 
pany's in-stock 
line in both black 
and brown. General Manager Robert 
Fesler says the style combines “the con- 
servative and the dapper" in ideal pro- 
portion. He cited “low-slung Continen- 
tal sweep." 


Molded Sole of Ankle Boot 
Extends over Welt and Last 


LOS ANGELES — Leather soles, 
molded by a special process so that 
they not only are form-fitting but 
also come up over the welt and last, 
are a feature of a new ankle boot 
being shown by Guild of California. 

Influenced to a great extent by the 
way in which early western plains- 
men wet-molded rawhide to make it 
conform to the foot’s contours, the 
product features a one-piece sole of 
the same material that comes up 
around the sides of the foot nearly 
an inch in some cases. 

The upper is of an extremely soft 
deerskin imported from Africa. The 
shoe was created especially for com- 
fort and smart styling, according to 
Bill Podos, head of the concern. An 
airfoam innersole lining for extra 





comfort is built in, while some mod- 
els sport an extra teardrop heel fast- 
ened on top of the molded bottom 
sole. Retail price is around $10.95. 

In addition, the same type of con- 
struction is used to produce a bal- 
lerina or low-cut moc. 





Casuals with Matching Bag 


Washable terry cloth “Shuffles" and 
“Duffie” tote bag are marketed in co- 
ordination by Alco Ranch Washable 
Footwear Company, San Angelo, Tex., as 
the "Shufie-Dufie" outfit. "Shuffes" have 
hand-laced moccasin toes and cushion 
foam insoles, come in three sizes. "Duffie" 
has variety of uses. Both are made in 
blue, pink, white, yellow and green. 





Boot with Reinforced Heel 

NEW YORK—Torch Rubber Com- 
pany has introduced a new latex rub- 
ber boot for women, “Stormeze,” 
with a reinforced heel to fit medium 
and high heels. The boots will be 
made in black, red and gray. Witha 
smart pouch, they will retail at 
$2.98. 





Jacquard Lace for Evening 


Jacquard Lace stocking in stretchable 
nylon for evening wear is one of four 
stockings in Phoenix Hosiery Company's 
new "Limited Editions" stretchable 
Jacquards, created by Helen Sisson to 
coordinate with the entire costume. All 
are available from New York firm in 
medium and long lengths. The stockings 
will be released semi-annually on a cus- 
tomer subscription basis. 
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¢ Obituaries 


Meyer Werman, Executive 
Of Brooklyn Manufacturer 


NEW YORK—Meyer E. Werman, 
56, an executive of A. Werman & 
Sons, Inc., Brooklyn children’s shoe 
manufacturers, died of a heart ail- 
ment December 5 in a Brooklyn hos- 
pital. He was associated with the 
company for 35 years and served as 
vice-president in charge of produc- 
tion. His home was in Hewlett Bay 
Park, L. I. 

He is survived by his widow, Eva; 
two sons, David and Martin; a 
daughter, Louise; two brothers, Gus- 
tave and Hyman; a sister, Mrs. 
Esther Scheinholz, and four grand- 
children. 


LINGLE HODGES, 35, of Bloom- 
ington, Minn., a salesman for the 
International Shoe Company’s Fried- 
man-Shelby division, was killed when 
his station wagon went out of con- 
trol in Minneapolis. His car went 
over a curb, spun around after side- 
swiping a small tree, jumped an- 
other curb and sheared a tree be- 


fore coming to rest against another 
tree. 

Funeral services were held in 
Lesterville, Mo., where Mr. Hodges 
was born. Survivors include his 
wife, Kathryn C., and two daugh- 
ters, Carolyn Ann and Jo Lynn. 


HARRY SALINGER, who repre- 
sented Blum Shoe Manufacturing 
Company, Dansville, N. Y., for over 
30 years, died recently in New 
Rochelle, N. Y., of a heart attack. 
Mr. Salinger, who had _ traveled 
large cities east of the Mississippi, 
is survived by his wife, Mae. 


TRACY W. VAN SCHOIACK, 80, 
former sales executive of Interna- 
tional Shoe Company, died of in- 
firmities of age on December 14 in 
a St. Louis hospital. He was with 
International from 1919 until his 
retirement because of ill health in 
1929. Surviving are his wife; a 
daughter, Mrs. Richard Redlick of 
Palo Alto, Calif., and a sister, Mrs. 
R. Fullerton Place of St. Louis. 


JESS J. FRIDMAN, 49, manager 
and buyer for the women’s and 
children’s shoe department of Hens 


& Kelly, Inc., Buffalo, N. Y., died 
suddenly December 2. He became 
ill while driving to his home from 
Buffalo Airport after a buying trip 
to New York. Survivors include his 
widow, Ruth; his parents, Mr. and 
Mrs. Henry Fridman; a son, Myron 
S.; a sister, Mrs. Irving Kaplan, 
and two brothers, Nathaniel A. and 
Paul I. 


Lee B. Carpenter, Official 
Of Rochester Manufacturer 
ROCHESTER, N. Y.—Lee B. Car- 
penter, 69, chairman of the board of 
The Carpenter Shoe Company, Inc.. 
here, which specializes in making 
high-grade children’s footwear, died 
early last month of a heart attack. 
Mr. Carpenter had joined the old 
George Wilson Shoe Company in 
1918. He was vice-president when 
he and his brother, the late Harry S.., 
bought the business in 1921. It was 
then incorporated under the Carpen- 
ter name. Lee Carpenter was presi- 
dent from 1921 to 1947, when he be- 
came chairman of the board. 
Surviving him are a brother, Clif- 
ford C., and a sister, Mrs. Mortimer 
Stevenson. 





If You're Looking For 
Shoes With 
Terrific Turnover and 
Tots-to-Teens Appeal 
That Sell For Less And 
Give You More Mark-Up, 
Judy 'n’ Jerry 
Is The Line For You. 


DRESSY PARTY SHOES 
Best-Seller 3-Way T-Strap 


73 


For Sizes 84% to 12 
Sizes 1214 to4... $3.25 
Black Patent or White Smooth 


Your 
Cost 


udyn Jerry 


For Catalog or Salesman’s Call, Write: 


SHERMAN BROS. SHOE MFG. CORP. 


230 Jackson Street, Lowell, Massachusetts 
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“AMERICAS ” 


COMFORT SHOES 


Steady sellers. positive repeaters. And an 
ever-widening market as new youthful styles 
and patterns appeal to young marrieds and 
young mothers 

Liberal mark-up—never a markdown! 


PLATTOE LAST 
4018—The JENA Tie 
14/8 Wood Kantscuff Heel 


Black nylon lace vamp 

Biack patent leather tip, 
quarter, tongue and facing 

Grey tip and face inlays 

Six-eyelet tie 

Long inside counter 


SIZES IN STOCK 
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MILLER SHOE COMPANY, Inc. 


“Our 37th Year’ 
CINCINNATI 23, OHIO 


Founded by Albert E. Klinkicht 





National Shoe Institute Reply 
(CONTINUED FROM PAGE 69) 


change of opinion on the part of the 
union. Shoe manufacturers and re- 
tailers are in complete accord with 
the way in which the Boot and Shoe 
Workers’ Union evaluated footwear 
a year ago, and deny completely the 
implications contained in their state- 
ments of this date. 

While improvements in techniques 
of shoe manufacturing and the de- 
velopment of improved shoemaking 


materials have enabled the shoe in- 
dustry to produce highly acceptable 
footwear at amazingly low prices de- 
spite the inflation, it is a fact that 
shoe prices have risen moderately in 
the past 10 years, reflecting the rise 
in costs of labor and materials. This 
is confirmed by the Consumer Price 
Index of the U. S. Bureau of Labor 
Statistics. 

“We believe that objective evalua- 
tion will demonstrate without ques- 
tion that shoes today represent one 
of the greatest consumer values.” 





HAVE 
YOU 
NOTICED... 


IN STOCK 


No. 84 Brown Alpine 
No. 85 Black Alpine 


that the nation’s leading foot- 


fitting specialists use Alden-Pedic shoes to satisfy 


“hard-to-fit” cases and build a profitable repeat 


business? If you haven't... may we tell you 


about our exclusive Foot-Balance® program? 


Cc. H. ALDEN SHOE COMPANY 
Custom Boolmakers Sous 1884 


BROCKTON, MASSACHUSETTS 
(nnn et Ae NaC NNR 
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e Financial 


Six Chains’ November Sales 
Show 10.7% Gain Over 1957 


NEW YORK—Six leading shoe 
chains have reported November sales 
totaling 10.7 per cent higher than in 
November, 1957. For the first 11 
months of 1958, the chains were 5.4 
per cent ahead of the corresponding 
period of ’57. 

For November, all the chains 
showed increases, as follows: Mel- 
ville, up 13.1 per cent; National 
Shoes, 12.7 per cent; Edison Broth- 
ers, 12.6 per cent; Kinney, 12.4 per 
cent; Shoe Corporation, 11.9 per 
cent, and A. S. Beck, 0.4 per cent. 

For the 11-month period, Beck re- 
ported a 2.2 per cent decrease in 
sales but all the others showed gains. 
Kinney was up 12.7 per cent; Edi- 
son, 9.3 per cent; Melville, 5.2 per 
cent; National, 4.2 per cent, and 
Shoe Corporation, 1.5 per cent. 

In Beck’s financial report, the 
chain pointed out that its retail 
stores numbered 230 compared with 
234 in operation a year earlier. 

According to the National Shoe 
Manufacturers Association, Novem- 
ber dollar volume of shoe chains with 
11 or more stores approximated $73 
million, or 10.6 per cent more than 
in November, 1957. Chain dollar vol- 
ume for the first 11 months of 1958 
was estimated at $740 million, a 5.6 
per cent increase over the $701 mil- 
lion for the same period of 1957. 


Edison to Pay Extra Dividend 


ST. LOUIS—The board of direc- 
tors of Edison Brothers Stores, Inc., 
has declared an extra dividend on 
its common stock of 20 cents per 
share to stockholders of record on 
December 31, payable January 12. 
At its next dividend meeting in 
February, the board will consider 
raising the next quarterly dividend 
on its common stock to 45 cents per 
share. 


Endicott Johnson Dividends 


ENDICOTT, N. Y.—Directors of 
Endicott Johnson Corporation have 
declared a quarterly dividend of $1 
per share on the preferred stock 
four per cent series and a dividend 
of 40 cents per share on the $25 par 
value common stock, both payable 
January 1 to stockholders of record 
December 15. 
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Ladies’ Home Journal Slates 
Spring Footwear Promotion 


NEW YORK—An idea kit for re- 
tail promotion of footwear has been 
designed by the Ladies’ Home Jour- 
nal in connection with the maga- 
zine’s first full-scale shoe promotion, 
set for spring, 1959. 

Ideas for new-type displays, ad- 
vertising, publicity and _ fashion 
shows are included, along with a 
summary of shoe fashion forecasts 
and a set of sales training materials. 
Theme of the promotion, “1-2 Fash- 
ion’s a Shoe,” is used in a series of 
six original display posters and 
counter cards. In each poster is fea- 
tured the correct shoe fashion for a 
true-to-life situation. 

The promotion also will provide 
mounted advertisements of the brand 
carried by the participating store, 
blow-ups of Journal covers and tent 
cards to imprint the shoe manufac- 
turer’s logo. 

The promotion is being offered to 
independent shoe retailers and de- 
partment store shoe buyers. Cur- 
rently about 400 are tying in. Par- 
ticipating manufacturers include: 
Red Cross Shoes, Miracle-Tread, 
Town and Country Shoes, The Amer- 
ican Girl Shoe, Ripple Sole, Foot 
Saver, Rhythm Step, Vitality, Dr. 
Scholl, Daniel Green, Paradise Kit- 
tens, Selby Arch Preserver and 
Enna Jettick. 


National Shoe Institute Names 
New Public Relations Agency 


NEW YORK—tThe National Shoe 
Institute, promotional arm of the 
industry, has named the Lynn Far- 
nol Group as its public relations 
agency, effective January 1. The 
Manning Agency here had recently 
resigned the account. 

Gilbert Hahn, chairman of the 
NSI’s board of trustees, who an- 
nounced the appointment, said also 
that Edward Atkins will serve as the 
institute’s liaison officer with the 
Farnol Group for the next year. Mr. 
Atkins is vice-president of the Na- 
tional Association of Shoe Chain 
Stores. As liaison officer he replaces 
Maxwell Field, executive vice-presi- 
dent of the New England Shoe and 
Leather Association, who had asked 
to be relieved of the post because of 
the difficulties of carrying on from 
New England. 
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e About Shoe People 


Samuel Brilliant, founder of Sam- 
uel Brilliant Company, Boston shoe 
wholesaler, and a veteran of 58 
years in the business, was surprised 
by his office staff with a party when 
he celebrated his 80th birthday re- 
cently. He remains active as presi- 
dent of the company. His son Eli is 
treasurer and grandson Jim is vice- 
president. 


Elkan R. Myers, president of D. 
Myers & Sons, ee 
Baltimore shoe 
wholesalers, was 
one of three men 
honored for “dis- 
tinguished ser- 
vice in the field 
of human _ rela- 
tions’’ by the 
Maryland region, 

National Confer- 

ence of Christians 

and Jews. Mr. ELKAN R. MYERS 
Myers has twice headed the Balti- 
more chapter of the American Red 
Cross and is a former president of 
the Associated Jewish Charities in 
his city. He has long been active in 
the work of the Community Chest 
in Baltimore; he also is on the 
boards of directors for the Associa- 
tion of Commerce, the Better Busi- 
ness Bureau and Sinai Hospital. 


David Molin, who for 10 years 
has operated a women’s shoe store 
on Main Street in Malden, Mass., 
has moved the business to a new 
site closer to a parking facility. His 
store continues to be known as the 
David Molin Shoe Salon. 


Mrs. Terry Iles, president of Las- 
sie Slippers, New York, announced 
plans for personal appearances 
early in the new year in upstate 
New York and western Pennsylva- 
nia stores. She’ll visit Olean, Buf- 
falo and Jamestown, N. Y., as well 
as Pittsburgh and Erie, Pa. Mrs. 
Iles also announced the arrival of 
her fifth grandchild, Cathryn Ellen 
Huntley. 


Elinor Bohle, well known design- 
er of women’s style shoes, is the 
wife of Edgar Bohle, whose book, 
“The Man Who Disappeared,” is 
making mystery novel news. First 
published by Random House, it has 
been taken by the Mystery Guild 


and will also be printed in a Dell 
paperback. Mr. Bohle is a St. 
Louisan. 


Joyce Forbes Wanger, prominent 
shoe designer, has received a num- 
ber of orders for portraits as a re- 
sult of an exhibit of her original 
watercolors held recently in the 
Bronxville, N. Y., Public Library. 
She and her husband maintain a 
shoe design studio at 45 West 34th 
St., New York City. 


Andrew J. Redden, old-time De- 
troit shoeman, and his nephew, 
James Rawlinson, are opening a 
new store at 16394 E. Warren Ave. 
under the name of Redden and 
Rawlinson Shoes. They continue to 
operate two other family-type shoe 
stores on Detroit’s east side, Red- 
den’s Boot Shop and _ Redden’s 
Shoes. 


Clair Miller, who operates Mil- 
ler’s Bootery in Wahoo, Neb., has 
been elected president of the Wa- 
hoo Lions Club. 


Joseph Fineberg has opened his 
third Florida footwear store, this 
one known as the Flagler Cinder- 
ella Shoe Store, at 125 Flagler St., 
Miami. All three are cancellation 
shops carrying women’s shoes. 


Robert M. Siff, sales manager of 
B-W Footwear Company, Inc., Web- 
ster, Mass., was wed last month to 
the former Shirley Rhea Shrago of 
Goldsboro, N. C. They will reside 
in Worcester, Mass. 


Charles Brown, veteran Tulsa, 
Okla., shoe retailer, has opened a 
modern family store in the Bellaire 
Shopping Center in Tulsa, with 
Wymond Smith as manager. Mr. 
Brown has been in business since 
1933, when he opened the first 
Brown Boot Shop in downtown 
Tulsa. That shop is still at the 
original site, with Mr. Brown’s son, 
Sidney, as manager. 


Joseph Diamond, who operates 4 
high-grade salon at 636 Alverado 
St., Los Angeles, has opened a sec- 
ond store in the Town and Country 
Village, also in Los Angeles, under 
the name of Continental Shoe Sa- 
lon. His son, Herbert Diamond, is 
in charge. 





4 net raw skin exports exceed our net 
Salesmen + Suppliers ue ay «aes arcs. 
France excepted. 


1 Ki : : In total, we in the first seven 
~ eae Rip Situation: months of 1958 exported nearly three 


Skin Exports Far Surpass Leather Imports times more footage of skins than 
we imported in the form of leather. 


By IVER M. OLSON countries more leather than we ex- The figures for the first seven 
National Shoe Manufacturers Assn. ported. In all cases, however, our months of 1958 appear in Table 3. 





The equivalent of over 10 million 





square feet of calf and kip leather, TaBLE 1—U. S. Net Imports or Exports or CALF AND 
over and above imports, was ex- Kip Skins anp LeaTHeErRS, 1957 anp 1958 
ported to other nations by the ' 58 
= " . eee (In square feet) 1957 19 
United States during the first seven 28 eneatiite 12 months (Est.) ? months (Actual) 
months of 1958. Calf and kip, raw skins 
(net exp.) — 19,300,000 | (net exp.) —27,358,000 (net exp.) — 15,950,000 


Projected to 12 months of 1958, 
our net exports will perhaps total (Calf and kip, leather 





nearly 17.8 million square feet. This (linings excluded) alae Soe 
compares with net exports of 9.2 (net imp.) +10,070,226 | (net imp.) + 9,595,000 (net imp.) + 5,594,239 
million square feet in 1957. Total export balance, 
(Calf and kip skins are conv skins and leather By 
d kip ns are converted (net exp.) — 9,229,774 | (net exp.) —17,763,000 (net exp.) —10,355,761 





to equivalent square feet of leather 
on the basis of 10 square feet per 
skin.) 


The detailed figures are in Table 1. TaBLeE 2—Net Imports oR Exrorts OF CALF AND 
Kip Skins AND LEATHERS COMBINED* 


(In square feet) 








O57 Q5 

As the NSMA pointed out in a recent news 196% . arr ons ‘ 
bulletin, Mr. Olson, director of marketing 12 months 12 mos. projection 7? mos. actual 
research and statistics, shows how the Japan.... —8 ,062 ,963 —7,046 ,000 —4,110,000 
equivalent of over 10 million square feet Italy... — 1,299,912 —2,851 ,000 — 1,663 455 
of calf and kip leather has been drawn out Netherlands —1,561,798 —2,789 ,000 -1 ,626 , 968 
of the domestic supply through net exports. West Germany —2,503 , 298 — 1,756 ,000 —1,023 , 866 
Editor. Switzerland... . — 316,991 — 1,378,000 — 804,474 
Canada... +1,468 ,584 — 525,000 — 305,558 
—— United Kingdom. . — 912,513 — 230,000 — 134,250 
France. . 2 ay : +1, 456 ,007 +1,097 ,000 + 639,795 
All other countries (net imp.).. +2,503,110 — 2,285 ,000 —1,326 ,985 


It is believed these figures are Pik) sandal Saal 
conservative because they do not Total net export balance...... | —9,229,774 — 17,763 ,000 —10,355,761 
include leather export shipments 
valued from $100-$499. (These ship- 
ments alone will perhaps amount to 








* Net imports (+); Net exports (—) 














over 100,000 square feet; they Tas_e 3—Net TrapvE BaLaNnce ON CALF AND Kip SKINS 
amounted to 102,000 square feet in AND LEATHER, JANUARY-JULY, 1958* 
1957.) (In square feet) 

Eight nations involved in this Exports Imports Balance 
trading of calf and kip have ac- Japan, Raw skins. . 4,110,000 he —4,110,000 
counted for 87 per cent of the net Leather**.......... - 7 “a: 

~ legge Cgyph Italy, Rew skins................. 2,010,000 110,000 —1,900,000 
reduction in our domestic supply. Leather**.......... 12/985 249'530 + 236,545 
Japan, Italy, Netherlands and West Netherlands, Raw skins....... 2,550,000 60,000 gh 

= pe ae 836 863 , 868 + 53 ,032 
Germany, in that order, have been w+ Germany, Raw skins. ___ 3,760,000 320,000  —3,440;000 
the largest net purchasers this year. Leather**.......... 599 2,416,733 +2,416,134 
Switzerland, h ; Switzerland, Raw skins....... 940 ,000 60 ,000 — 880,000 

witenend, Cansda and the United Leather**........... 240,035 315,561 + 75,526 
Kingdom account for much of the Canada, Raw skins........... 4,120,000 2,420,000 —1,700,000 
remaining depletion of our calf and Leather**........... 38,703 1,483,145 = +1, 394,442 
kip resources United Kingdom, Raw skins... 370 ,000 2 — 370,000 

— h gene 17 ,322 253 ,072 + 235,750 

France, in contrast, has contrib- France, Raw skins............. 1,270,000 1,230,000 — 40,000 

ted over 600, ‘ RR ato ee iiaia 399 680 , 194 + 679,795 
svt ga 000 square feet to a All other countries, Raw skins... . 1,430,000 410,000 — 1,020,000 
supply. The net figures on this Leather**........... 621,882 314,897 — '306,985 
point for both 1957 and 1958 appear . PES ; 
in Table 2 All countries, Raw skins....... 20 , 560 ,000 4,610,000 — 15,950 ,000 

: Leather** ghee 932 ,761 6,527 ,000 + 5,594,239 
All countries, Raw skins and Leather**. 21,492,761 11,137,000 — 10,355,761 


In 1958 we exported more raw 
skins to these eight countries than * Excludes linings; also excludes small quantities assigned to “all other’? by Census 


we imported. In contrast, we have 7S. wae oe ’ hil as = 
consistently imported from these {xcludes data for export shipments of leather valued $100—-499. 
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Focus on Practical Problems: 


Factory Conference 


Women’s Sessions Set 


NEW YORK—Four days of dis- 
cussion on practical shoemaking 
problems faced by women’s shoe 
manufacturers are planned for the 
women’s sessions of the Factory 
Management Conference, being held 
January 30 to February 3, in Cin- 
cinnati, O. The conference is spon- 
sored by the National Shoe Manufac- 
turers Association. 

Robert H. Axline, general superin- 
tendent of Brown Shoe Company, is 
Chairman of the women’s sessions. 
He has pointed out, “The rapid and 
numerous introduction of new 
styles, lasts, materials and shoemak- 
ing techniques in the women’s field 
is presenting a constant flow of prob- 
lems and challenges. This is neces- 
sitating a rising alertness on the 
part of factory management to keep 
pace with these developments.” 

Mr. Axline said his committee has 
decided to “devote concerted atten- 
tion on these many practical shoe- 
making and factory problems, rather 
than probe into other areas at this 
year’s conference.” 

Mr. Axline said the women’s ses- 
sions at the 1959 Conference will be 
comprised of a single group. Previ- 
ously these sessions had been divided 
into two groups, middle-to-low- 
priced shoes and middle-to-higher- 
priced shoes. 

“Experience,” Mr. Axline added, 
“shows that many of the problems of 
the two groups are quite similar, 
and hence there appears little reason 
to divide our women’s sessions into 
two separate sections.” 

Serving on Mr. Axline’s commit- 
tee are Gustav Frost of Andrew 
Geller, Joseph Stillwell of Dunn & 
McCarthy, and Brandon Edmonson 
of General Shoe Corporation. 


Novelty Maker in Production 
LAWRENCE, MASS. — Nathan 
3rown, a well known shoe manufac- 
turer, has organized the N. Brown 
Shoe Corporation and begun opera- 
tions in the main building of the 
Everett Mills Properties in Law- 
rence. The company will make 
women’s high-grade novelties and 
expects to employ between 200 and 
225 workers within a short time. 
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New Posts for Two Officials of A. C. Lawrence 





J. T. JOHNSON 


PEABODY, MASS.— The A. C. 
Lawrence Leather Company has 
named two of its executives to new 
posts. J. T. Johnson becomes ex- 
ecutive vice-president and J. J. 
States becomes vice-president. 

Mr. Johnson was formerly vice- 
president in charge of the com- 
pany’s Sole Leather division. He 
will be succeeded in that position 
by J. G. Vergobbe, who for four 





J. J. STATES 


years has been sales manager of 
the division. 

Mr. Johnson joined the firm in 
1925 and has served in various ca- 
pacities. He became manager of the 
Sole Leather division in 1948 and 
vice-president in 1956. 

Mr. States became associated 
with the company in 1948. He will 
continue in his present post as gen- 
eral sales manager. 





New Leather Soling Developments Due at Allied Show 


NEW YORK—A variety of new 
developments in leather soles are 
slated for showing at the Allied Shoe 
Products Show in this city’s Trade 
Show Building, February 14 to 17. 
Among the more than 200 exhibitors 
are a number of leading sole leather 
tanners. 

According to John E. Laurie, sales 
manager of Virginia Oak Tannery, 
Inc., and official spokesman for the 
leather division of the Allied Show’s 
Soling Advisory Committee, ‘‘The 
fruits of long-term research are now 
bringing a major resurgence in the 
leather soling field. The mounting 
new technical developments and 
fashion innovations in leather soles 
are re-firing the imagination of shoe 
manufacturers and stylemen in all 
branches of the industry.” 

Among the new features at the 
show will be: 

® Lighter colored soles with more 
uniformity of color. The soles are 
more flexible yet have greater sta- 
bility, will have much improved 
wear, increased water resistance and 


greater non-slip qualities — at the 
same time maintaining lightness of 
weight. 


e A new resin-impregnated leath- 
er sole offering 100 per cent more 
wear with no stretch or curl. Light 
in weight, its rich mahogany color 
requires no factory bottom finishing. 
It has high water resistance and 
good flexibility and is non-slip. 

e A new tannage providing an- 
other leather with some out- 
standing qualities: controlled and 
retained flexibility; high wear re- 
sistance and with equalized wear; 
light weight; distinctive color; easy 
cementability; strong fiber and area 
stability. 

® Still another impregnated sole 
leather, also with a deep mahogany 
color that eliminates need for finish- 
ing. It is finding a receptive market 
in golf shoes where stability, flexi- 
bility and water-resistance are prime 


sole 


requisites. 
e A lightweight, uniform-colored 
oak sole leather especially adapted 
(CONTINUED ON PAGE 8&8) 











Acme Boot Adds Eight Sales Representatives 


Acme Boot Company, Clarksville, Tenn., has increased its lines and expanded its 
sales coverage, adding eight new representatives. They are, left to right, top row: 
Herbert Boehm (covering Maryland, Delaware, Washington, D. C., part of Virginia); 
Chris Kiehm (Pennsylvania); Leroy Belz (Oklahoma, Kansas, parts of Missouri and 
Texas); Jack Moore (Arkansas, Louisiana, part of Tennessee). Bottom row, from 
left: Frank Martin (Oregon, Washington, part of California); Otho Payne (Indiana, 
part of Ohio); Harry Rosen (Alabama, Florida and Georgia); Lenny Marks 
(Connecticut, New York State, outside of New York City). 





Lining Leathers Excluded 
From Import Probe by U. S. 


WASHINGTON, D. C.—The gov- 
ernment’s investigation of imported 
calf and kip leathers has been nar- 
rowed to exclude lining leathers 
made from calf or kips. 

The U. S. Tariff Commission 
agreed in late November to investi- 
gate imports of calf and kip leathers. 
The purpose is to find out if these 
imports are causing harm to the 
domestic industry. 

A public hearing will be held at 
the Tariff Commission offices on Feb- 
ruary 17. Later the commission will 


report its findings to the White 
House, and may recommend higher 
import duties or import quotas. 

The Tanners’ Council says imports 
of calf and kip leathers are reaching 
such quantities as to cause or threat- 
en serious injury to the domestic 
industry. 


Allied Kid Showing Set 

ST. LOUIS—The Allied Kid Com- 
pany will present its fall and winter 
lines of leathers and colors in the 
Lido Room of this city’s Chase Ho- 
tel, January 7 to 10. Each division 
will display all its products, the com- 
pany said. 
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Irving Tanning Company 
134-140 Beach Street, Boston li, Mass. 
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Mass. Innersole Producer 
Sets Up Midwestern Plant 


ST. LOUIS—A new Missouri cor- 
poration, the Lynn Innersole Com- 
pany of St. Louis, has been organ- 
ized to serve Midwestern shoe manu- 
facturers with Lynn innersoles and 
other footwear components. 

Establishment of the new produc- 
tion and distribution point was made 
necessary by shipping problems. The 
parent organization at Allston, 
Mass., had had a representative in 
St. Louis for several years. Plants 
are located on the East Coast, in 
California and in Canada. 

Peter Lehner serves as president 
of the new firm, with Eli P. 
Schwartz, the parent company’s lo- 
cal representative, as vice-president 
and general manager. R. M. Lehner 
is secretary and treasurer. 

Two floors of a building at 4932 
Daggett Ave., with about 44,000 
square feet, have been leased for the 
next 10 years. The property is being 
reconditioned and machinery _in- 
stalled for January operation. 


Goldstein Leaves Domani 

NEW YORK — David Goldstein 
has announced the severance of his 
connection with Domani, import di- 
vision of General Shoe Corporation. 
Mr. Goldstein, with headquarters in 
Florence, Italy, will continue to ex- 
port Italian shoes to this country, 
resuming operation of his own com- 
pany, Ameritale. His two sons will 
continue in business with him. 
James Goldstein will supervise 
work in the factories in Italy. Boris 
Goldstein will be the firm’s Ameri- 
can representative with an office at 
47 West 34th St. 





town. 





To All Shoe Tracelers 


The Recorper has recently inaugurated a new feature, 
“Salesmen on the Road.” It is a page devoted solely to 
news about shoe travelers. This includes births, weddings, 
important anniversaries, election to offices in other organiza- 
tions, civic activities, honors and recognition in your home- 


We will also include changes of lines and representation. 
This is your page, so we will depend on you to keep a steady 
flow of news coming to us. Please send all news items to: 


MRS. BERNICE S. DECKER 
SALESMEN ON THE ROAD DEPT. 
BOOT AND SHOE RECORDER 
228 GREENWOOD BLVD. 
EVANSTON, ILLINOIS 
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(CONTINUED FROM PAGE 69) 


“High-ranking shoe industry 
spokesmen admit,” said the union 
report, “that the phenomenal rise 
in shoe production and the concur- 
rent decline in the number of 
skilled shoemaking employees is 
unrelated to increased productiv- 
ity. They attribute these facts to 
changes in the product mix, which 
means a heavier concentration on 
the production of cheap shoes. 

“Since 1947, for example, the out- 
put of women’s low-priced shoes 
has risen 24 per cent, or 65 million 
pairs. During the same time an 
increase of only 7 per cent has 
been shown by medium and better- 
grade shoes for women. But the 
lowest-priced women’s shoes have 
shown an increase of 126 per cent 
over 1947 figures,” the union con- 
tinued. 

“With this,” according to the 
union, “it required 4% per cent 
fewer workers to produce 12 per 
cent more shoes in 1958 than it 
did in 1947. The 1947 work force 
of 226,200 made 522 million pairs 
of shoes; 1958’s work force will 


Text of Union Statement Against Shoe ‘Cheapening’ 


have made 595 million pairs with 
only 215,000 shoe workers. 

“Part of the hocus-pocus act is 
for the shoe industry to claim im- 
proved methods and machinery as 
reasons for the inversion of pro- 
duction and work force figures. It 
also claims that savings achieved 
are passed on to the consumer. But 
the truth is disguised. For to make 
cheap shoes requires mostly the un- 
skilled cheaper labor actually used 
to produce shoes of inferior con- 
struction, design and materials. 
There are no savings when value is 
diluted.” 

John J. Mara, president of the 
Boot and Shoe Workers’ Union, in 
commenting on the shoe evaluation 
report of his union, said, “While 
the majority of shoe manufacturers 
are doing a conscientious job in 
producing good shoes at reasonable 
prices, scores of others turn out 
millions of pairs of shoes poorly 
made, fraudulently priced and de- 
signed for a short life. In an at- 
tempt to bypass skilled shoe labor, 
these shoe manufacturers resort to 
tawdriness and fanfare to cover up 


the inferiority of their products. 
“Such irresponsible practices,” 
continued Mr. Mara, “are giving the 
shoe business an undeservedly bad 
name in the public mind. Actually 
such products are a constant threat 
to the nation’s foot health and a 
violation of public trust. Such ir- 
responsible manufacturers are 
cheating the public. The only ef- 
fective weapon the public has in 
self-defense is to boycott these 
cheap but over-priced shoes.” 


Hartland Pays Profit Shares 
BOSTON—Max Kirstein, presi- 
dent of the Irving Tanning Company 
here, distributed some $125,000 to 
364 employees of his firm’s subsidi- 
ary, the Hartland Tanning Company, 
Hartland, Me. The sum, which rep- 
resents the ninth consecutive semi- 
annual profit share payment to com- 
pany employees, was distributed at a 
dinner meeting for supervisory per- 
sonnel. The payments are distributed 
in December and June of each year. 
The 1958 figure was 24 per cent 
higher than that of the preceding 
year, and is based on 50 per cent of 
the firm’s gross profits before taxes. 
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Goodyear 
Welts 
IN STOCK 








SHOWING: January 4th to 7th 


January 18th to 20th 
Hotel Onondaga, Syracuse, N. Y. 





Broitman-Gaffin 


NEW 


146 DUANE STREET 
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— Franklin Hotel, Philadelphia, Rooms 343-4 
a 


YORK 13.N.Y 


IT’S RIGHT—IT'S SELLING! 


THE DOUBLE SWIRL 
FOOT KING® 


re) Swe 


New Double Swirl pattern; Black smooth upper leather, oak 
bend sole, light weight edges, close trimmed. 

#79501, Men's 6 to 12, C & D, only $5.75 net. 

As above except in BROWN smooth leather, #79502. 







# 


#79501 





Price $5.45 net 





SQUARE TOE Double Swirl, Black, with fibre sole, #29562 





a higher markup. 


WIDTHS 








FOOT KING is your best resource for styles that sell, in 
quality footwear, at prices that keep you competitive, with 


Pp 
MEN'S & BOYS' GOODYEAR WELTS: AVAILABLE IN 


Dept. 11, The A. S. Kreider & Son Co., PALMYRA, PA. 
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Displaying wardro 


New England Shoes for New England Cardinal 


be of kid leather shoes in liturgical colors, made for Richard 





Cardinal Cushing, are, left to right: John T. Heald, production superintendent, 

Stetson Shoe Company; Albert Vinal, president of Stetson; William F. Hickey, 

president, John R. Evans & Company, and Arthur H. Vinal, assistant to the presi- 

dent of Stetson. Stetson firm made the shoes of leather from Evans & Company 
and Allied Kid Company. 


BOSTON—When Richard Cardi- 


nal Cushing flew from Boston to 
Rome last month to be formally ele- 
vated to his new position, he carried 
with him some striking examples of 


New England shoe craftsmanship. 
They were selected from a wardrobe 
of six pairs of kid leather shoes, all 
made on his special last and each 
for a special purpose. 


The shoes were made by the Stet- 
son Shoe Company, South Wey- 
mouth, Mass., of especially selected 
kidskins from John R. Evans & 
Company and Allied Kid Company, 
both of Boston. 

His Eminence’s shoe wardrobe in- 
cludes a pair each of gold, white, 
red, green, violet and black kid lea- 
ther shoes. These are the liturgical! 
colors and match the vestments 
worn by the clergy for the ceremo- 
nials of the Roman Catholic Church. 

The gift shoe wardrobe was ac- 
companied by a scroll in which the 
employees and management of the 
Stetson Shoe Company offered their 
congratulations to the Cardinal on 
his elevation. 


Clinton E. Little, president of the 
Servus Rubber Company, Rock Is- 
land, Ill., manufacturers of rubber 
footwear, was honored recently by 
the Footwear Division, Rubber 
Manufacturers Association, Inc., in 
New York. He received an illumi- 
nated parchment scroll paying trib- 
ute to Mr. Little as “dean of the 
rubber footwear industry. ... More 
than 60 years a rubber footwear 
man — longest continuing record.” 










Red, brown, bive, black, 
white. Sizes 4 to 10, 
AAAA to D. 





Brown, maple, red, black. 
Sizes 4 to 10, 
AAAA to C. 
Retail about 
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get ready for stormy weather... 4 


get ready for BIG profits pi 


buy./and sell... / 


/i 
e // 


rizzle boots, 


clearly the best boots! 


PRINCIPLE PLASTICS 


GARDENA, CALIFORNIA 
NEW YORK: 45 WEST 34th STREET J 
CHICAGO: AIRO SUPPLY * 2732 NORTH ASHLAND 












Retail about \ 
aa noes \ IMPORTANT NOTICE TO SUBSCRIBERS 
\ ge a cise Changes of address require four weeks’ notice. 
\ pritodel™ a “4s. | Notify your Postmaster and BOOT AND SHOE 
\ noni att RECORDER Circulation Department at the earliest 
ae possible moment. 


When ordering change, please INCLUDE IM- 
PRINTED STRIP showing exactly how magazine is 
now addressed. This will enable us to put the change 


British Classics, Ine. 


146 DUANE STREET, NEW YORK 13, N. Y. 


into effect with a minimum of delay. 
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Animal Toys Help Promote 
Lifetime Heels’ ‘Gold Dot’ 


LAWRENCE, MASS.—The mak- 
ers of Lifetime Heels have found a 
new way of dramatizing their prod- 
uct by taking advantage of the 
current popularity of wild animal 
toys. Sent in unidentified packages, 
and some days apart, a toy leopard 
and a toy tiger were the “teasers” 
and the build-up for the arrival of 
the lion. It was accompanied by a 
brochure and a sample of the Life- 
time Heel with its identifying gold 
dot. 

The explanatory verse in the bro- 





Animal toys and the product they're 
helping to promote 


chure said: 

“Just as spots are one sure sign 
that a leopard’s genuine . . 

“Sure as the stripes upon a kit- 
ten’s side show he’s a tiger bonu- 
; ae 

“And as you know in jungle or 
zoo when this critter roars at you— 





one look at his mane, and without | 
even tryin’ you know for sure he’s 


an authentic lion . . 


“So now from Bangor to St. Jo, | 


every woman soon will know, a gold 
dot will tell her she’s got the real, 
the one and only Lifetime Heel!” 

The brochure points out that the 
heels are “guaranteed 
never to break—never to need new 
top-lifts!” 


New Firm Makes Casuals 


in writing | 


LOWELL, MASS.—A new firm, | 


Viscount Shoes, is engaged in the 


manufacture of men’s casuals in this | 


city. The company is a division of 
the Paris Shoe Company, also of 
Lowell. Treasurer is Edward Paris, 


who is also president of the Paris | 


company. 





HORWEEN 








HORWEEN LEATHER 


2015 ELSTON AVENUE + CHICAGO 14, ILLINOIS 


NEW YORK 38: HERMANN LOEWENSTEIN, INC., 26 FERRY STREET 


BOSTON I]: KAYE & BARNES, INC., 93 SOUTH STREET 


January |, 1959 


Out of the commonplace among leathers into the 
realm of unexcelled quality and beauty... THATS 


“HORWEEN CORDOVAN”. Specified by leading 


manufacturers and retailers for soft “feel” and long wearing 


comfort . ..specify HORWEEN and be SURE. 


side leathers enjoy an outstanding 


I lorw een 


reputation for dependability, too 


co. 











STAY AT THE 


QHERATON- 


MCA vein 


MAGIC LOCATION! We're right 
in the middle of the shoe market, 
close to wholesale sources, New 
York’s fashion center. Steps from 
Empire State Building, subway, bus 
and air terminals, Lincoln Tunnel. 


Theatres, night clubseasily accessible! 


COMPLETELY MODERNIZED, 
remodeled, redecorated. All rooms 
have new RCA 21” TV, full-range 
radio; many air-conditioned. Minute 
Chef and Town Room for a snack or 
hearty meal. Cafe Lounge for smart 
entertainment. Unique new Gate of 
Cleve features authentic Holland 
German food . . 
imported Netherlands and German 
beer. 


N. Y. HEADQUARTERS 
FOR THE SHOE INDUSTRY 


SHERATON - 


M°Atpin 


HOTEL 


BROADWAY AT 34TH STREET 
Kurt A. Smith, General Manager 


dishes, . every 
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Personnel 








LEO S. BAUDINO 
To Step Master 


L. S. TAGGART 
inte Retirement 


Retiring... 


L. S. Taggart, director of adver- 
tising and sales promotion of the 
Mishawaka Rubber Company, Inc., 
Mishawaka, Ind., footwear manu- 
facturer, after 39 years with the 
company. He had managed the ad- 
vertising department since 1924 
while its activities and scope were 
expanding several-fold. 


Appointed... 


Bert Fleeman, as sales manager 
for the Capitol division of Brown 
Shoe Company, St. Louis. He has 


been with the company’s Mound 
City division for two years as a 
salesman, and prior to that he 


served as a buyer for a St. Louis 
shoe company. 

Leo S. Baudino, as sales repre- 
sentative for Step Master Shoes, 
Greenup, IIl., in western Tennessee, 
Mississippi, Louisiana and Arkan- 
sas. He will make Memphis, Tenn., 
his headquarters. 

Frank Lewis, as sales representa- 
tive in southern California for the 
Roberts, Johnson & Rand division of 
International Shoe Company, St. 
Louis. He succeeds Frank Davis, 


who resigned. The sample room in 
territory 


his is in Los Angeles’ 





T. M. MARSHALL, Jr. 
Joins Brown Co. 


ED PANKAU 
To diPortos Shoes 





ARTHUR R. LARSON 
At Howard & Foster 


FRANK LEWIS 
Named by RJER 


Alexandria Hotel. 

William Wooten, as a member of 
the sales staff of the American Bilt- 
rite Rubber Company, Chelsea, 
Mass. With headquarters in Nash- 
ville, Tenn., he will cover the south- 
ern states. Formerly he was associ- 
ated with General Shoe Corpora- 
tion for 17 years. 

Arthur R. Larson, as a member 
of the sales staff of the Howard & 
Foster Company, Brockton, Mass. 
A resident of Glendale, Calif., he 
has been selling men’s high-grade 
shoes on the West Coast for 25 
years. He was last employed by the 
E. E. Taylor Corporation. 

Ed Pankau, as sales representa- 
tive for the diPorto division of 
Sport Specialty Shoemakers, Inc., 
St. Louis. His territory includes 
the area from Denver west, with 
headquarters in the Hotel Alexan- 
dria in Los Angeles. Bert Bishop 
heads the diPorto division in its 
home office. 

Dave Blanke, as merchandising 
manager for the Risque division of 
Brown Shoe Company, St. Louis. 
Mr. Blanke will assist Arnold Breg- 
man, Risque sales manager, in mer- 
chandising the newly expanded 
Risque line. The new appointee 
formerly was a service manager for 





WALTER W. TURNER 
Sales Manager 


R. T. CLARK 
Succeeds Taggart 


wvwr Mette wuwwe wNwwewr ww 


the Robin Hood division. 

L. E. Magruder, as representative 
for the Boston Athletic Shoe Com- 
pany in the entire state of Mary- 
land. He lives in Baltimore. 

Robert Norton, as a member of 
the sales staff of the Paule Chem- 
ical Corporation, Charlestown, 
Mass. A resident of Brockton, 
Mass., he will cover New England 
with Paule’s line of leather finishes. 

Theodore M. Marshall, Jr., as Pa- 
cific Northwest sales representative 
for Brown Company, Berlin, N. H., 
maker of innersoles and other pulp 
products. He will serve in Washing- 
ton, Oregon, Idaho, Montana and 
Wyoming, with his headquarters in 
Portland, Ore. 


Promoted... 


R. T. Clark, to advertising and 
sales promotion manager of Misha- 
waka Rubber Company, Inc., Misha- 
waka, Ind., succeeding L. S. Tag- 
gart. He had been assistant man- 
ager for 18 months. Mr. Clark has 
been with the company for 13 
years. 

Walter W. Turner, to sales man- 
ager of the style products division 
of North & Judd Manufacturing 
Company, New Britain, Conn. He 
had been assistant manager of the 
division for several years. The com- 
pany’s products include metal buck- 
les and trimmings for shoes and 
other products. 


Military Contract Awards 

PHILADELPHIA—The Military 
Clothing and Textile Supply Agency 
has announced awarding of the fol- 
lowing contracts: 

QM 36-243-59-NEG-256, Set - Aside 
portion of IFB 59-201, men’s general 
purpose service shoes—Georgia Shoe 
Manufacturing Company, Flowery 
Branch, Ga., 54,396 pr. @ $4.94, $268,- 
716.24. Award made by competitive ne- 
gotiation after proposals were request- 
ed from eight firms. Proposals received 
until November 28. 

QM 36-243-59-NEG-266. Labor Sur- 
plus Area Set-Aside portion of IFB 59- 
320, men’s russet leather combat boots 
with capped toe, rubber sole and heel, 
class 1—John Addison Footwear, Inc., 
Marlboro, Mass., 50,000 pr. @ $6.14814, 
$307,407. Proposals received until De- 
cember 4. 

QM 36-243-59-301, men’s russet ser- 
vice shoes—Adams Brothers, Inc., Pitts- 
field, N. H., 8613 pr. @ $5.43, $46,768.- 
59. Bids opened November 21. 
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New Representative 
At 26, Robert J. McInnis has been JOBS MERCHANTS’ NEEDS 


on the move much of his adult life. 
He grew up on Long Island, worked 
on Boot AND For Over 43 Years 
SHort  ReEcORDER — 

and attended jun- 
ior college in New 
York City,  trav- 
eled all over the 
U.S. as a soldier, 
met and married 
his wife, Florence, 
in Utah. 

When Bob Mce- 
Innis returned to 
the RECORDER as 
makeup editor in 


Philadelphia in ROBERT J. McINNIS 
May, 1956, afte: 


finishing his aise tour of duty with MOSINGER -COHN 


1235 Washington, St. Lovis 3, Mo 











FOOTSAVING 
EDUCATION 


Ads of compelling interest 
Proven effective nationally 


Write for sample 


McKEE ADVERTISING 
2701 Broadway, Lorain, Ohio 







Headquarters For 


CANCELLATION 


STORES 


Quality Brands Lowest Prices 

















DOUBLE YOUR SALES 


OR YOUR MONEY BACK 
T. > 
Hine be So ’ a DISPLAY 
PALETTE 


15" x 19 


$298 


Largest Stocks All Price Ranges 











Uncle Sam, it looked for a time as 
though the movement was. stilled. 
Now he’s on the road again—at least 
part of the time—as the RecorpEr’s 
sales representative in a large section 
of the Midwest. This time he’s seeing 
Minnesota, Iowa, Wisconsin, northern 
Illinois, northern Indiana, Michigan 
and northern Ohio. 





Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


4 A a | S THE NATION'S FINEST 
CANCELLATION SHOES 


bows 
FREE display folder 


& vited 
DISMAR A& Clearfield tes; ‘Philo, 34, Pa. 





























Amiable Salesman MelInnis, his | 
wife and small family (Kevin, 2%, SiS) BEADS ST Mv. 7. Se BOX HANDLERS 
born the day before Bob left the LONG ARM* 
Army. and John Kelly, 9 months), ; pick PrN 
live in Glenview, Ill., 20 miles north- Innersole Producer Moves QUICKER Quicken, EAsieR, SAFER 
west of Chicago. Bob has his office SALEM, MASS.—The firm of Than eek 
at 360 N. Michigan Ave. in the Philip Clayman & Sons, manufac- Your 
Windy City. turers of innersoles, has moved from LEGS 

As RecorDER representative he re-| 974 Broad St.. Lynn. Mass. to 63 
places Robert K. Hogarty, who has Grove St.. Salem. Long Arms get the shoes 
moved over to Wisconsin Leather from the high | shelves 
‘ - * before you can "‘leg it 
Company, Milwaukee, in a sales ca ow , i 6 to a ladder or stool. No 

“ What She Was Wearing climbing, no falls, no ener ay, a time wasted 
pacity. ail Long Arms with handles 24” 48", 60" $3.50 


with 72'' handles $4.50. dest ‘paid’ in USA 
Specify handle length desired and if for men's 
or women's boxes. Satisfaction guaranteed 
Your jobber or 


CARL BEEMAN 
Cedar Heights Rd. Stamford, Conn. 














Ruth Shoe Co. Reorganized 
NEWBURYPORT, MASS. — The 
Ruth Shoe Company here has re- 
erganized as the Mark Alan Shoe 
Corporation with Benjamin D. 
Feigenbaum as president, and Irv- 
ing W. Lampert, well known Haver- 
hill, Mass., businessman, as trea- 


Matrix Styles Softer, Lighter 
NEW YORK—Louis Keller, head 
of the design department of Palizzio, 
Inc., and Lucien Guilbert, who col- 
laborates with him, are now design- 


surer. ing Matrix Shoes. Matrix is a divi- 
Other officers are two sons of Mr. went : See hee sion of the Palizzio organization. 
Feigenbaum. One of them, Philip, — 8 * Feit Reflecting current style trends, 
is vice-president, and the other, Se a: Buy a the shoes are softer and lighter than 


° ° »: wee 
Maurice, is comptroller and clerk ol 


of the corporation. 


before. While more attention is now 


Contery end @ quorter ef shee feshlen given to their style appearance, the 
The company currently employs jg depicted in full-color 1959 calendar Shoes continue to incorporate com- 


about 400 workers and is in the which Sterling Last Corporation, Long fort features always associated with 


labor market for additional experi- pony Pam gee one ersamgy age the line, according to Simon Krush- 

enced help. Women’s novelties and qeeurate, high-fashion rendering of shoe ner, sales manager. Prices range 

staples constitute the major portion fashions representing a different his- fom $19.95 to $22.95 for platform 
a torical period. David Blumenfeld Adver- . 

of the company’s output. tising prepared the calendar. shoes, he said. 
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Slosberg Honored for ‘Service to Human Rights’ 


\ 


NS SN 


Samuel L. Slosberg, center, president of Green Shoe Manufacturing Company, 
Boston, receives plaque for “distinguished service to community welfare and 
human rights," at New York luncheon of the Shoe and Allied Industries division, 
Joint Defense Appeal of American Jewish Committee and Anti-Defamation League 
of B'nai B'rith. Others, from left: division Co-Chairman Monroe Geller, Andrew 
Geller, Inc.; Jack M. Schiff, Shoe Corporation of America, chairman of the JDA 
National Trades and Industries division; A. B. Cohn, president, United States Shoe 
Corporation, and last year's guest of honor; and division Co-Chairman Ralph M. 
Abrams, Palizzio, Inc. 





New Leather Solings Due 
At February Allied Show 


(CONTINUED FROM PAGE 81) 


to cementing operations. And an- 
other oak sole with moderate fiexi- 
bility, designed specifically for use 
in continental-type shoes. A further 
oak-tanned sole is designed for shoes 





These Tested, Proven 


“EXTRAS” 


Put the SELL in... 


pIipPLe 
RIPPLE 


Absorbs walking shock 
Helps balance the weight 
Lengthens the stride 
Provides better traction 
iobaia on. cctrosanion 7 


BEEBE RUBBER COMPANY 


NoshuG, New Hompshire 





requiring extreme softness and flexi- 
bility. 

e A vegetable-tanned sole, espe- 
cially impregnated to withstand 
moisture and greatly increase wear- 
ing quality. It has been created for 
shoes subjected to much abrasion, 
such as children’s, work and golf 
shoes. It is the same type of sole 
the Government is now specifying 
for Navy shoes. 

® Another outstanding leather 
sole, claiming to be the longest-wear- 
ing of all sole leather available. It 
has 48 per cent more water resis- 
tance than ordinary oak leather, can 
be stitched or cemented, edge-trim- 
med or edge-set “dry.” Its distinc- 
tive cordovan color needs no bottom 
finish, only waxing. Highly flexible 
and very lightweight, it adapts 
ideally to the light look and feel of 
the shoes destined for top popular- 
ity in 1959. 

Mr. Laurie adds, “The sole leath- 
er industry has undergone a ma- 
jor revolution in the structure and 
design of its product. Incorporating 
all the elements required by modern 
shoe styling, as well as many new 
functional properties, leather soling 
can be expected to move into the cen- 
ter of the fall, 1959, shoe fashion 
picture. The lighter weight and look 





_ WANTED TO PURCHASE 


WILL BUY ANY PART OF YOUR SHOE 
| STOCK; Men’s, Women’s, Children’s. OSCAR 
| TRAISTER SHOE, 207 Essex Street, Boston, 


Mass. 


|TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: WA 5-9533—WA 5-9927 




















M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


68 READE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 














MERCHANTS’ NEEDS 








/Itats AND Ydeas 


FOR YOUR 


NEWSPAPER, ADVERTISING 


— if you advertise in newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newspaper 
advertising. 


& 
2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets of 
ads of shoe stores; you select 
the exact stores and cities you 
want to see or leave the selec- 
tion to our advertising staff. 


a 
VINCENT EDWARDS & CO. 


World’s largest advertising 
service organization 


342 Madison Ave. 
New York City 











of these soles with greatly increased 
wear value gives them perfect adap- 
tation to the light-soft-flexible look 
that continues to dominate footwear 
styling.” 
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Wanted to Purchase 








CASH 


TOP_ PRICES 


oa SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ac- 
tion . . . quality men’s, 
women's and children’s shoes. 


will soon prove 
Sputnik and Mutinik 


are old numbers 


a FOR OVER 43 YEARS 


MOSINGER - COHN 


Vashingt Louis 3, Mo 


LOUIS CAMITTA & SON 
9! READE ST., NEW YORK, N. Y. 


wo 2. 
formerly with $. CAMITTA & SONS 























TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 
TOPPS SHOE STORE 


4116 Bergenline Avenue 
Union City, N. J. 


Phone or Wire Collect 


UNion 3-6413 





Any quantity..any time. Weil 
buys for cash...quality shoes, 
complete stores, closeouts er 
surplus from manufacturer 
or retailer. For quick action 
write, wire or phone immedi- 
ately. 

M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 

CE. 1-4898 CE. 1-3768 
Quality Shoes Since °32 
“While in Town See Weil” 














C!Z!|qdéa& BARS. BUYS for CASH JZ 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 

THe MATION’S FinesT Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. * New York 7, N.Y. © Tel: WOrth 2-5180 


BARIS 





Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6. Pa. 























" COMPLETE STORES ! 
W ANTE D: 








B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS Cc 
COMPLETE SHOE STOCKS A 
LEASES ASSUMED Ss 
YOUR NAME PROTECTED 


Phone or wire 
collect 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N.Y. WOrth 2-6358 














WE PAY MORE /_,, WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 
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Confidential negotiations by 

rated . . . experienced retailers 

: a 
ARRONSON BROS. & BAYROFF 


100 Chambers St., N.Y.C. RE 2-4170-4171 e 





| 
| 





for 

e closeouts 

e surplus 

e discontinued 
lines 

¢ complete stores 

BROITMAN- 

GAFFIN SHOES 


ine. ¢ BE 3-7290 
146 DUANE $T., N. ¥.C. 





Classified and Want Ads 














SALESMEN WANTED SALESMEN WANTED SIDELINE SALESMAN WTD. 











SALESMAN FOR WANTED SALESMAN | : 
SOUTHERN STATES | |, 2% nom sno scum carouna | | |, ATED EEN so 


nie age mg od —e — Hyd L 7 K Mi : oll 
i over : er yde Laces in Kansas, Missouri, a- 
Excellent opportunity to a can ia hae, aeleere nie Oe lg 


many 
k 

represent BLUM SHOE MFG. grees le medion price field.” Execilont propesi- a 
CO., makers of REST-TIME SAMUEL BRILLIANT CO. ©. A. MILLER COMPANY 
FOOTWEAR and GLAMOR 86 Lincoln Street, Boston 11, Mass. Plymouth, New Hampshire 
GAL Casuals in Florida, a? ae 

WANTED: AGGRESSIVE SALESMAN ili 
Georgia, Alabama and South FOR LIVE-WIRE Fast Selling Line of Men's | _ EXTRA INCOME--We have the answer to 


and Children’s Popular Priced Shoes. In stock. inflation. The increased costs of traveling can 


‘° 
Carolina. May be carried with non-conflicting Line. Draw be solved by side line representation of a 
quality Children’s Lin e Excellent for quality 


+4 2 ing account for man with proper qualifications. 
Established trade with Furnish background. Territories open: Virginia, of materials and workmanship, plus excellent 
Stock service gives our men good repeat 


. . * In 
chains, retailers and depa — gg gg age pg egg business. Straight 7% commission. Write de- 


J ° ~ 
tails today. Reply to Box 357, Boot axp SHOE 
ment store. Non-conflicting Recorper, Chestnut & 56th Streets, Philadel pee Same. Eeoly to Sug 250, Seen oe oe 


side line permi - la-stock a OPPORTUNITY .. . SEV: phia 39, Pa. 
slippers and casuals at popu- ERAL TERRITORIES OPEN. Manufactur eee Re ET eh 
lar prices. er’s Complete Line of Juvenile Footwear. Large | AGGRESSIVE SALESMEN CALLING 
P! In-Stock Department and Highly Styled, Popu ON SHOE STORES a ey es 
nderfu . lar Priced Bonwelts_ and Cements from First to increase your earnings. ne 0 merica $ 
° This is e we ° I open Step sizes to Big Boys and Growing Girls largest Manufacturers of Shoe Display Fixtures 
ing with an established firm. Can be carried with non-conflicting line. Na- for ee roel pe “| a 
tionwide distribution. KIDDIE KUB SHOE omplete Line o ixtures an isplay prec 
BLUM SHOE MFG. co. CO., Westminster, Maryland. — rought oo. age No 
. —— AT aaa = —— SVPERT. samples require: selling done from attrac- 
Dansville, New York ste ESMEN Ww ANTE - } tak agp tive new catalogs. Substantial 40% commission 
zm: Fong in $6.00 1% $9.00 ae ye ot on all orders. Enclose resumé Le — 
background. Drawing account arranged. Avail- cee nel tt ofthe WOOD PL. STIG 
able territories: Georgia, Florida, Illinois, Wis j INC.. 515 E. NINTH STREET. LOS 
consin, Michigan, Kansas, Minnesota. Reply t: ANGELES 15. CALIFORNIA 
FOR SALE Box 355, Boor anp SHoe Recorper, Chestnut as — 
& S6th Streets, Philadelphia 39, Penna 






































| SMART LEATHER Sows, Sue sone me 

7 : . yr : ; | MENTS and FOOT SOX. Pocket size samples. 
< LADIES = AND CHILDREN S SHOE | Manufacturer offers highest commission. Reply 
- rX ~9 — = oe —— os to Box 556, Boot anp SHOE Recorper, Chest- 
ounty, near Cape naveral. dest an st Shth : . 7 
located shoe store in town. Modern throughout. nut & S6th Streets, Philadelphia 39, Penna. 
Well established; reasonable rent. Name Brand FACT. AND FIGURES 
Merchandise Clean stock. Selling because 


other business interest. Available after Ist of 

year . Will consider lease. Nominal amount BOOKLET SALES REPRESENTATIVE 

ot cash required. Reply to Box 358, Boor anp 

SHoe Rece Ch : S6tk . . 

Philadelphia 39. — <ipecuaiamacess Production _ Consumption WANTED 

is a —_ 1958 Review 
BURBANK, CALIFORNIA High Class SALES REPRESENTATIVE—ST. LOUIS 

Family Shoe Store in Class Sigh area. 1959 Forecast AREA--Top-notch man or company, must have 


Top Branded Lines. Attractive Modern Fix- ° roper entree to largest and best accounts in 
tures. Good Lease. $100,000. potential. Plenty Available at no charge from er dar goede Gi tadned tables, 


rear area parking. Terms available. Reply including pile, fleece, and novelty constructions. 


a sae ee eee a BOOT and SHOE RECORDER eS ie te Ree 


Penna. 
Penna. 























emmmammae ORDER BLANK 


UNDISPLAYED BOOT AND SHOE RECORDER 


alli a a = Chestnut & 56th Sts. 
um words). .$3. hi : ; 
Box number, extra... .$2.40 nen ee 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 


Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to Name (please print) eee 
publication date. City 
NOTICE: | 
Classified Advertising Enclosed is Check 0 
is payable in advance Please check if box No. is Wanted Money Order (1) 








Here is my want-ad: 
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Index to Advertisers 


This Advertisers’ Index is published as a convenience and not as part of the advertising 
contract. Every care will be taken to index correctly. No allowance will be made for 
errors or failure to Insert. 


A 
Alden, C. H., Shoe Company. 78 
Amer, William, Company 

Inside Front Cover 
Arronson Bros. & Bayroff.... 89 


B 
B. & R. Shoe Corp 
Baris Shoe Company... .61, 87, 89 
Bata Shoe Company 
Bayer, A. J., Company 
Beebe Rubber Company 
Berned Shoe Company 
British Classics, Inc 
Broitman-Gaffin Shoes Inc...83, 89 
Brooks, William, Shoe Co., The 75 


Cc 
Camitta, Louis, & Son 
Camitta Shoe Co 
Carry Pack Co Ltd 


Colonial Tanning Co., Inc. 
Inside Back Cover 


Dismar 


Eby Shoe Corporation 

Eddy Shoe Company 

Edwards, Vincent, & Co 

Endicott Johnson Corporation 10 
Evans, John R., & Company.56, 57 


F 

Florsheim Shoe Company.... 
G 

Gardiner Shoe Co., Inc 


Gerberich Payne Shoe Com- 
Outside Back Cover 


H 


Hempstead Shoe Co., Inc..... 
Horween Leather Company.. 
Hoy Shoe Company 
Hubschman, E., & Sons, Inc... 
Hussco Shoe Company 


Front Cover 
I 


International Shoe Company... 2 
Irving Tanning Company.... 82 


K 
Kreider, A. S., & Son Co..... 88 


L 


Lawrence, A. C., Leather Co. 42 
Leather Industries of America 


’ 





Levor, G., & Co., Inc 
Long Arm 
Lucky Sales Co., Inc 


M 


McKee Advertising 
Martin Fabrics Corporation. . 
Miller Shoe Company, Inc... . 


Mosinger Cohn Shoe Co.....87, 89 


Mrs. Day’s Ideal Baby Shoe 
Co., I 


N. Y. Shoe Wholesalers Asso- 
ciation 


Principle Plastics, Inc 


R 
Ripple Sole Corp 


Sabin, B. 
Sheraton McAlpin Hotel 


Sherman Bros. Shoe Mfg. Cor- 
poration 


Step Master Shoes, Inc 
Stoff, M., & Co 


Tan-Art Co., Inc 
Topps Shoe Store 


U 
United Shoe Machinery Cor- 
poration (Plirib) 8 
United Shoe Machinery Cor- 
poration (Service) 92 
United States Rubber Com- 
pany (Lastex) 21 
United States Rubber Com- 
pany (Naugatuck) 


Vv 
Vaisey-Bristol Shoe Co 
Virginia Shoe Company, Inc.. 


Ww 
Weil, M. K., Shoe Company. .73, 89 
Wellco Shoe Corporation 53 


Wolverine Shoe and Tanning 
ODS a ue clus. o usteee oasis 








BAYER G pace- Miser 
STAIRWAY 
CONVEYOR 


Takes the work out of moving 


merchandise upstairs 
or down! 


Space-Miser 
goes up, down or 
stops at the touch of a switch! 





This low-cost, practical Bayer Space- 
Miser inclined conveyor carries bun- 
dles and packages up or down stairs, 
helps to cut losses from breakage or 
other damage due to carelessness or 
accident. Space-Miser gets the job 
done faster! 


Anyone can operate Space-Miser. Simple 
“up’’, “down” and “stop” switch con- 
trols movement with fingertip touch, 
makes operation foolproof and safe. 


Folds out of way when not in use. Space- 
Miser folds flat against wall when not 
in use, does not interfere with normal 
stair traffic. No special installation 
required. Accommodates packages 
and cartons as large as 18”x48” x48” 
up to 250 Ibs. 

Write today for complete informa- 
tion on how to get added utility from 
your store. 


A. J. BAYER COMPANY 


2300 East Silauson Avenue 
Los Angeles 58, California 
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TOE L454 TING witn 


Se 
Positive, accurate contt o 


The sensitive feel needee 


Here is a new standard of operating ease— 
Z amanually controlled, power-assisted machine 
using sound toe lasting principles proven on 
billions of pairs of shoes through years 
of successful operation. 


Power does most of the work but the operator 
controls the result. The Mipited, Power Toe Laster 
obeys a light touch promptly and accurately. 


See for yourself how this machine can help you 
improve quality and reduce operator fatigue. 


SERVICE 
PARTS 


SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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for the new view in duty shoes use 


Punched Leathers are New 
Punched Leathers are Fashionable 


Punched Leathers are Comfortable 





Again In ‘59 
They All Agree... 


| “THEY'RE 
THE 


—— 
™» 


} v3 
tv 


Great Style 


They appeal to more boys because 
they’re styled right by age groups! 
... Boys see the difference and have 
made them their first choice. 








Great Value 


For forty years and more, Gerberich 
has been the recognized standard of 
quality and value with American 
parents...Solid reason for their 
excellent repeat business record. 


In Stock To Gerberich Dealers 


Great Retail Performance 


Year in, and year out, the finest merchants in the country turn in record 

figures with these three lines. The reason is obvious. Not only do they serve 

the fastest growing part of shoe business, the 5 through 17 Youth Market, 

but they serve it best with a comprehensive program of specialized styles 

for each size run. In every thing that builds a successful boys’ shoe business 
TY “They’re The Greatest!” 


SELL ALL 3: Youths 8'2-12-3+ Boys 1-6+ Big Boys 6'2-11 
GERBERICH-PAYNE SHOE COMPANY Mount Joy, Pe. 


OFFICES: New York, Marbridge Bldg., Room 417 ° Los Angeles, Alexandria Hotel, Room 805 ° 
Philadelphia, 12 S. 12th St.. Room 914 @ In Canada, J. Leckie & Co., Ltd., L. H. Packard and Canada West 





